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Does 1.A.M.A. 
Report Mean 


Action? 


Sin,—Mr. Higginbottom ap- 
parently fails to see any distinc- 
tion between the réles and needs 
of the advertising manager hand- 
ling technical accounts and the 
advertising manager handling 
non-technical accounts. 

No one has ever suggested that 
there may not be a certain 
amount of material which the 
technical advertising manager 
may prefer to prepare in his own 
department, but this is very dif- 
ferent from the volume he may 
be compelled to prepare because 
of the inability of his advertising 
agent competently to do so. 

Mr. Higginbottom speaks of 
agencies being “useful only for 
handling Press advertising and 
assisting in the preparation of 
literature. . . .” What is exercis- 
ing the anxiety of some technical 
advertising managers is not that 
agencies may only be employable 
in that restricted field but, rather. 
what degree of usefulness they 
can therein render. 

Facts and figures show that an 
unsatisfactory position exists 
Having elucidated them, does the 
report now simply go on file, or 
is the I.A.M.A. prepared to back 
its “technical” membership in a 
drive for better service? 

M. W. JUDE. 
Oxshott, Surrey. 


The Commission 
System Fails 


Sir,—In  advertising--as_ in 
other businesses—you get what 
you pay for. 

In the I.A.M.A. Report, Mr. 
H. T. Parker states: “The client 
feels he may as well receive some 
service for the commission he has 
to pay anyway.” 


Any advertiser working on this 


L 


TO THE 


E 


basis is lucky if he gets more 
than a routine service. Our tech- 
nical clients have realised that the 
commission system is totally in- 
adequate in technical advertising. 
They pay us a substantial annual 
fee—and, at regular monthly con- 
ferences, discuss with us all their 
selling problems. 

This provides us with the op- 
portunity to advise fully on 
policy; and gives us the essential 
knowledge and background for 
creating resultful advertising. 

E. J. ORNSTIEN, A.LP.A., 
Director, Max Ritson 
& Partners Ltd. 


Technical Views 
Still Sought 


Sirn,—As chairman of the 
1.A.M.A. Technical Publicity 
Committee I was delighted, and 
| am sure my co-members were 
too, to see your comprehensive 
reference to the results of our 
efforts. This, together with other 
publicity accorded the report, 
will be extremely gratifying ‘o 
technical advertising managers for 
it indicates to them that there 
is growing recognition of their 
problems and difficulties. 

When I first saw the detailed 
replies to the questionnaires I was 
impressed by the thoroughness 
with which the majority of mem- 
bers had answered the questions, 
but not a little alarmed at the 
formidable task which an assess- 
ment of the information pre- 
sented. I was very grateful, there- 
fore, to Mr. Parker, deputy 


chairman of the Committee, when 
he volunteered to make the 
analysis and prepare the report. 
Full credit is due to him for his 
splendid effort. 

It only remains now for the 
1.A.M.A. National Council to 
give due consideration to the facts 
as ascertained, and then to take 
the necessary action towards im- 
plementing some, if not all, of 
the suggestions advanced by the 
membership. 

Meanwhile, by decision of the 
Council, the ad. hoc. committee 
will continue its work during 
1951, and I should be glad if 
members would write to me on 
any matter connected with tech- 
nical publicity. 

ROBERT A. KEIR, F.LA.M.A. 
6 Court Hey Avenue, 
Huyton-with-Roby, Lancs. 


Confusion 

Sin,—As a mere advertising 
manager I should be interested 
to know the technical differences 
between the following categories 
of advertising agents: 

. Registered Practitioners in 

Advertising. 
. Incorporated Practitioners in 
Advertising. 

3. Registered Advertising Agents 

and Consultants. 

. Fully recognised and Duly 

Accredited Master Advertis- 
ing Agents. 

During the past few months 
this company has been ap- 
proached by a wide variety of 
people, seeking to handle our 


POINTS FROM OTHER LETTERS 


OUTLOOK UNSETTLED 

As the originator of the 20th 
Century-Fox ad. “Let’s Go Out 
to the Pictures,” I regard this as 
knocking copy just as rnuch as I 
regard umbrella advertising as 
knocking copy at the weather!- 
John Ware, Director of Publicity 
& Advertising, 20th Century-Fox 
Film Co., Ltd. 


FREE HAULIERS 
Your reference (January 25) to 
“The Remnant of Un-nationalised 
Hauliers” may be taken as an in- 
dication that the greater part of 


the road haulage industry has 
been nationalised. The national- 
ised Road Haulage Executive 
has a fleet of 40,000 vehicles, 
whereas 130,000 vehicles continue 
to be operated by hauliers under 
free enterprise.—F. . Lyon, 
P.R.O., Road Haulage Assn. 


THEY ANSWERED 

My circular letter seeking an 
agency job by direct mail 
(ADVERTISER'S WEEKLY news 
story, February 1) drew 50 per 
cent replies, mostly negative, but 
including — offers of inter- 
view.—J. Gordon Smith, Cambs. 
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AND CUTOUTS 


advertising, and I am finding their 
claims to recognition somewhat 
confusing. 
A. CAMPBELL GIFFORD, 
Advertising Manager, The 
British Bata Shoe Co., Ltd. ; 


Costs: The Other 
Story 


Sin,—Your report of Mr. 
Wallis’s address to the Lancashire 
section of LS.B.A. (February 1) 
on the serious plight in which 
publishers find themselves at the | 
present time makes interesting 
reading. At first glance he seems 
to have made out a good case, for 
he tells us: “Most publishers «f 
general periodicals do not make, 
and cannot make, any profit on 
the sale of their journal.” One 
wonders how ever they manage 
to exist. 

But what about the other side 
of the picture? We admit that 
costs have jumped up, especially 
of paper, but has this added one 
iota to the advertising value of 
the publications? Few, if any, 
advertisers object to an increase 
which is based pro rata on a 
larger circulation, but they just 
cannot see why they alone should 
be expected to foot the bill for 
rising costs. 

The arguments against increas- 
ing the selling price of the un- 
named sixpenny journal are very 
weak: “Sevenpence is an awk- 
ward figure; 9d. is not so bad, but 
frankly we don’t want 9d. You 
might affect the circulation.” 
Even if a rise in selling price had 
this result. it would be the less 
keen and less useful reader who 
would drop out—and just think 
of the expensive paper that would 
be saved! 

As for the penny London 
dailies and evenings, I think it is 
scandalous that they should keep 
pushing up their already inflated 
rates. Their reluctance to charge 
their readers 14d. or even 2d. is 
inexplicable. 

A. P. COOPER. 
Norwich. 
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“PREMATURE BIRTH” (this week's leading feature) has all the ILLUSTRATED 


qualities — distinguished photography, exceptional story, and great pulling 


power for reader and advertiser alike. 


mmm |S RATED 


MEMBER A.B.C. 


PHILIP EMANUEL, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD., 96-98, LONG ACRE, LONDON, W.C.2. ALL-ROUND VALUE AND A SQUARE GUARANTEE POR A STRAIGHT LINE 
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JOMANS 
‘ORIAL 


OUR product is going to make sales 

fast when featured in the influential 
pages of WOMAN’S PICTORIAL. And 
these sales will be ever-increasing, because 
most WOMAN’S PICTORIAL readers are 
mothers with growing families, and in the 
market for everything for the home and 
family. 
Its Cookery features by Elizabeth Craig, 


Beauty articles by Jean Grey, Fashion 


Service by Jane Byron and Mothercraft 
Cirele by Nurse McKay are some of the 
telling (and selling) features that help to 
make WOMAN’S PICTORIAL the leader 
in its class—an irresistible attraction to 
mothers and advertisers. 


WOMAN'S PICTORIAL the best of the better-class Weeklies for selling to mothers 


AN A.P. puBLICATION 
PAGE RATE £100 


THE AMALGAMATED PRESS LIMITED, THE FLEETWAY HOUSE, 


FARRINGDON STREET, LONDON 
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THURSDAY, FEBRUARY 8, 1951 


OPINION 


is read over and 
over again 


It specifies these four main tasks for advertising in a free 


(1) Advertising must help to promote world trade and 


(2) Advertising must extend its service to the consumer. 
(3) Advertising must improve its methods of education, 


Freedom Topics For The July Conference: 


Agenda Announced 


HOW ADVERTISING INDUSTRY COULD 
HELP THE WORLD AND ITSELF 


Final draft of the business programme for the International 
Advertising Conference in July was approved by the organising 


(4) Advertising must further improve its own standards 


A housewife will tell Conference 
what the consumer expects of 


é council on Wednesday. 

ss world: 

wt 
understanding. 
recruitment and training. 

of ethics and practice. 

These are the main sections 
5 into which the theme of the Con- 
| ference—The Tasks of Advertis- 


ing in a Free World—will be 
sub-divided for discussion. 
Here is the programme: 
Saturday, July 7. There will 
be an official reception and social 
opening of the Conference. An 
all day programme for Sunday 
will be announced shortly. 
Monday—Task 1. The morn- 
ing session from 10 am. to 
12.30 p.m. will start with a 
formal opening of the Confer- 
ence. Then a_ distinguished 
speaker will deliver a challenge 
to advertising, outlining some of 
the main problems facing the free 
world. An advertising spokes- 
man will reply, interpreting the 
challenger’s points into advertis- 
ing terms, and accepting the 
challenge on behalf of advertising 
men and women of the world. 
Continent by continent the 
leaders of national delegations 
will make short speeches 
endorsing acceptance of the 
challenge. 
In the afternoon, from 2.30 
p.m. to 4.30 p.m. two questions 
will be posed: What more can 


advertising do to help inter- 
national trade? and, Should 
Governments advertise? An 


address on each will be followed 

by open discussion. 
Tuesday—Task 2, The morn- 

ing session will include two talks. 


advertising, and an advertising 
spokesman will discuss adver- 
tising as the buyer’s guide. Open 
discussion will follow. 

In the afternoon addresses will 
be given on how advertising can 
help keep down the cost of 
living, and how it can help raise 
standards in undeveloped areas. 
Each address will be the basis for 
discussion. 

Wednesday, Task 3. Morning 
session will be organises by the 
Advertising and Publicity Clubs 
of Great Britain. Subjects are: 
Youth—and the future of adver- 
tising: Interchange of young 


CONTINUED ON NEXT PAGE 


At the Silver Jubilee dinner of the Advertising Association. L. to r.: 
Lord Mackintosh, Lady Burnham, Oliver Lyttelton, Lady Thomas, 
William L. Batt, Sir Miles Thomas, Mrs. Batt, and Lord Burnham. 


The Role Of Advertising In The 
Battle For Men’s Minds 


Speaking at the silver jubilee 
dinner of the Advertising Asso- 
ciation on Tuesday, the Presi- 
dent, SIR MILES THOMAS, 
said: “It will be for the 
International Advertising Con- 
ference to investigate how the 
powerful and _ far-reaching 
media of advertising can be 
harnessed to the winning of 
this struggle for freedom. The 
first necessity of a free world 
is a free Press, and one of our 
prime tasks must be to see 
how far advertising can help 
to f and maintain Press 
freedom.” 


MR. WILLIAM L, BATT, 
minister in charge of the 
Economic Co-operation Ad- 
ministration special mission to 
the United Kingdom, said: 
“Advertising is a great force 
in modern society. If it can 


now be used on behalf of the 
free peoples of the world 
against the ever increasing tide 
of Communist propaganda it 
will have helped to preserve 
the freedom which has actually 
made its existence possible.” 


Each copy of LONDON OPINION, 


passing from hand to hand, 

spreads its good humour among an ever-widening 
circle of readers — to the benefit of many 

regular advertisers who have discovered 

that happy people spend most. 


TLONDON OPINION 
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ADVERTISER’S WEEKLY 


Sales To Have Priority As Papers Face 


5% Newsprint Cut 


GOVERNMENT URGED TO REVIEW EXPORT 
POLICY: WORLD SHARE PLAN TALK 
Further cuts in newspaper sizes in this country, and the 
possibility of an international approach to the problem of the 
control of supplies, are the latest developments in the newsprint 
situation. The Newsprint Supply Company, announcing a cut 


of 5 per cent in permitted 
consumption by the newspapers 
as from next Sunday, states 
that stocks have fallen to the 
lowest level since the company 
was formed in 1940. 

The directors of the Company 
have decided to ask the Govern- 
ment, “in fairness to the news- 
papers,” to impose a like cut on 
other users of newsprint and 
similar printing papers, and once 
again to review the export of 
newsprint, which was stepped up 
for 1950 and 1951 to a level 
greatly exceeding pre-war. 

Newspaper managers are now 
considering how to meet the new 
cut. The Daily Express has an- 
nounced that it will mean one 
four-page paper each week; and 
it is understood that the Evening 
Standard (which ascribed the cut 
to the Government's “deplorable 
lack of grasp”) and the Sunday 
Express will follow on a similar 
line. The News Chronicle and 


Expert Hints On 
Point-Of-Sale 


practical, 
articles on point-of-sale tech- 
niques highlight the editorial con- 
tents of next wee’’s “Advertising 
Presentation” Supplement to 
“Advertiser's Weekly.” 

Among the experts who tell the 
secrets of their sales successes 


are: 

E. E. Lucking, chairman, British 
Display Association and publicity 
and display manager, Liberty’s. 

Sydney Wildman, of Kensitas. 

A. E, Pallett, publicity mana- 
ger, The Metal Box Co., Ltd. 

G. R. Coulthard, sales director, 
Parker Pen Co. 

Other articles deal with the 
ways in which silk screen printing, 
commercial films and _ colour 
photography can be used for 
effective point-of-sales aids. 


Star, and the Daily Herald, are 
likely to concentrate on retaining 
sales. 

Signs of international action 
come from Washington and 
Ottawa, where M. Pleven, French 
Prime Minister, has been discuss- 
ing the possibili of having 
newsprint includ among the 
scarce raw materials that are to 
be more cquitably shared. 

World production capacity of 
newsorint this year will be 

10,633,794 tons according to 

figures issued by the Newsprint 

Association of Canada. 


Part of the crowd of over 1,250 
who attended demonstrations of 
canasta organised by the “Sun- 
day Times” at Bentall’s stores, 
Kingston-on-Thames. 


Swindon Can Use 
London Ideas 


“If your window displays are 
such that people like to look et 
them, they will sooner or later 
like to come into your shop,” 
said Mr. G.-C, Barton, giving the 
first of six lectures on “Design in 
Display” at Queenstown Schools 
in Swindon, Wilts. 

The purposes of the shop win- 
dow were to attract custom, to 
impart information and to build 
up prestige, he said. Illustrations 
of good and bad window displays 
were shown on the screen. While 
the costly and elaborate displays 
of Regent Street, London, were 
not possible in Swindon, the ideas 
and styles could be borrowed and 
used more cheaply. 

The lectures are promoted by 
Bristol University and Swindon 
education authority. 
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“<STAR’ RATES 


GO UP IN 
APRIL 


Increased advertisement rates 
for The Star are announced by 
Mr. Roy Clark, advertisement 
director, to come into effect on 
April 2. 

Rate changes include: Run-of- 
paper, s.c.i., £11 10s. (the present 
rate is £10); front half of paper, 
including centre spread, 8.C.i., 
£12 10s. (£11); front page solus, 
6 in. s.c., £110 (£95); leader and 
diary page semi-solus, 5 in. d.c. 
£160 (£140); half-page, £575 
(£500); 8 in. x 3 cols. solus, £345 
(£300); back page semi-solus, 4 in. 
d.c., £120 (£112). 

Mr. Clark points out that when 
the present advertisement rate « f 
The Star was established in 1950, 
newsprint cost £37 per ton. Now 
it is £47. 

He writes: “You have doubt- 
less seen our net sales for the last 
six months of 1950. which 
showed an increase of 44,162 
copies per issue—by far the 
largest increase of any London 
evening newspaper, and giving 
the lowest advertisement rate per 
inch per 1,000.” 

Even on the basis of to-day’s 
circulation, the new rate would 
produce a price per inch per 
thousand as low as that of any 
London evening newspaper, he 
claims. There is no sign that 
the present rate of progress will 
be retarded. 


‘Scotsman’, Too 


Display advertisement rates for 
The Scotsman are being in- 
creased from £2 to £2 10s. a s.c. 
inch. Classified advertisement 
rates have also been revised. 
General rate is now 3s. a line, 
and legal and financial statements 
5s. per line. New rates are effec- 
tive from March | for classified, 
April 2 for display ads. 


The Chicago Journal has been 
bought by Dow Jones & Co., 


Inc., publishers of the Wall Street 
Journal. 


Wale 


Claimed to be the first advertising banner flown over Birmingham 
since the war, this horizontal silhouette towed by a Tiger Moth, 
brought immediate results, says 25-year-old Miss J. B. Whittaker, 
advertising manager of the Beehive Warehouse, one of the city’s big 


stores. 
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Colour Tie-up 


On U.S. Lines 


A campaign to interest the pub- 
lic in more lively use of colour 
in their homes has been launched 
by House & Garden. Ten stores 
have agreed to participate in the 
scheme to be featured in the 
March issue of the journal. 

To illustrate the use of mul- 
tiple colours in rooms House & 
Garden have worked out six 
colour schemes, each incorporat- 
ing two or three primary colours 
and some secondary colours. 
Several manufacturers have 
made special wallpapers and 
paints based on these colours. 

Although similar promotion 
has been going on in America for 
some years it is the first time this 
has been attempted here. 


Putting The Tin 
Before The Product 


American manufacturers use 
four times as many labour-hours 
in packaging their products as 
they do in the manufacture of 
the goods to be packaged. 

This fact was revealed on 
Tuesday by Dr. Laurence 
Burton, executive director of the 
Packaging Institute, New York, 
speaking at the Packaging 
Exhibition at Olympia, London. 


132 NEW FIRMS NOW IN 
ADVERTISING 

One hundred and thirty-two 
advertising companies, with a 
total capital of £204,575, were 
registered in 1950, according to 
figures supplied by Jordan & 
Sons Ltd., the company registra- 
tion agents, 116 Chancery Lane, 
London. 

Number of printing concerns 
totalled 218, and pons Fre 113. 


(Continued from previous page.) 


CONFERENCE 
PROGRAMME 


personnel—a vital need in adver- 
tising; and, What Britain is doing 
in education and training for 
advertising. Open discussion will 
continue at an afternoon Clubs’ 
session. Other specialised sessions 
will be held in the afternoon from 
1 p.m. to 4.30 p.m. 

Thursday—Task 4, Addresses 
will be given on the social 
responsibility of advertising, and 
on developments in technique. 
Discussion will follow each. 
Specialised sessions will occupy 
the afternoon, from 1 p.m. to 
4.30 p.m. 

Friday—Closing session. The 
Conference will reviewed in 
15 minute reports by the rappor- 
teurs. -Then will come the 
presentation and adoption of a 
comprehensive resolution 
expressing the advertising 
industry's interpretation of its 
tasks. 

Main speakers at the above 
sessions will be drawn from over- 
seas countries as well as from 
Britain. 
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Better Ads. In Ireland: 
Agencies Claim Credit 


Mr. Daniel Morrissey, Minister for Industry and Commerce 
was guest of honour at the annual dinner of the Association of 
Irish Advertising Agencies in Dublin, last week. He discussed 
the cost of living problems and said production must be increased 


to a spectacular degree if the 
country was to sustain its 
present [volume of consump- 
tion and standard of comfort 
and personal spending. 

Mr. Sean Lemass (general 
manager, /rish Press) referred to 
the high cost of newsprint. 
Canada sent 95 per cent of its 
newsprint production to the 
United States, and he suggested 
that if American newspapers even 
cut down their papers by a few 
pages there would be a surplus of 
newsprint for the world. 

Chairman of the Association, 

Mr. Noel C. Hartnell, said that 
the Association could claim 
credit for the considerable ad- 
vance which advertising had 
achieved in Ireland, and re- 
ferred to the cordial relations 
which existed between agencies 
and the newspapers. 

Mr. Frank Hugh O'Donnell, 
president, Federation of Irish 
Manufacturers, remarked that 
while advertising in Ireland was 
of a high standard, he thought 
that the creative artist could be 
more extensively employed. 

Mr. Brian D. O'’Kennedy 
(O’Kennedy-Brindley Ltd.), q 
Denis J. Garvey (Janus Ltd.) and 
Mr. Charles Cavanagh (Con- 
troller, European Co-Operation 
Administration, Mission to Ire- 
land) also spoke. 


Paper Chase—5 


R. H. Filmer Ltd., makers 
of packaging material, are 
weighing into the salvage 
campaign by devoting the 
sides of one of their delivery 
vans to a relevant slogan. This 
trailer operates in the London 
area, delivering goods and 
collecting salvage. The firm 
has also allocated to the sal- 
vage drive one-third of its 
advertising space. 


Trade Papers For 
South Bank 


Closing date for submission of 
technical and trade journals to 
the Design Review section of the 
1951 South Bank exhibition is 
to-day. The Council of Industrial 
Design and the Periodical Pro- 
prietors’ Association, who are 
responsible for selection, say that 
they have had a good response 
from publishers. 


‘Spend More’, They 
Are Told 


Mr. Frank Hugh O’Donnell, 
president of the Federation of 
Irish Manufacturers, speaking 
at the Federation’s annual 
meeting in Dublin last Thurs- 
day said the total amount spent 
in advertising by Irish manu- 
facturers in 1948 was £636,597, 
whereas the total production of 
transportable goods was £173 
million. 

With the exception of one or 
two industries the amount of 
money spent by the Irish manu- 
facturer, generally speaking, in 
selling his goods was not com- 
mensurate with production. 

He urged manufacturers who 
were in a position to do so to 
investigate the desirability of 
advertising on a larger national 
scale. 


Bowater Surveys 
25 Years’ Growth 


At the annual dinner of the 
Bowater Paper Corporation at 
Grosvenor House an audience of 
a thousand guests from the mills, 
factories and offices of the or- 
ganisation in this country heard 
Sir Eric Vansittart Bowater, chair- 
man, review the expansion of the 
business since its first newsprint 
mill was established at Northfleet 
in 1926. 

No fewer than 150 who were 
on the staff at the time were pre- 
sent at the dinner. 


Princess Elizabeth will 
the exhibition of Industrial Power 
and Engineering—Scotland’s part 


open 


in the Festival 
May 29. 


of Britain—on 
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Dr. R. C. Geary, head of Government Statistical Services, F. H. 

O'Donnell, president, Federation of Irish Manufacturers, J. P. Colbert, 

managing director, Industrial Credit Corporation, and Brian D. 

O’Kennedy, managing director, O’Kennedy-Brindley Ltd. Photo: 
Independent Newspapers Ltd., Dublin. 


‘Sussex Review’ 


Suspended 


Publication of the Sussex 
Review, a lively well illustrated 
magazine with a claimed circula- 
tion of 10,000, is to be suspen- 
ded “for an indefinite period”’. 

Announcement in the current 
issue states: 

“The decision has been 
forced upon us by the steep rise 
in the cost of paper which has 
now reached fantastic propor- 
tions and which, coupled with 
rising costs in all other direc- 
tions, and the genera! tighten- 
ing of the public purse, has 
made the publication of a 
magazine of the type and 
standard Review has set itself 
an extremely costly as well as 
a completely uneconomic 
undertaking. 

“In this we are not alone. 
Scores of other publications 
have been forced to similar 
conclusions, and many well- 
known magazines and periodi- 
cals have now vanished.” 
Proprietors of Sussex Review 

are the Waynford Press Ltd. 


Talk First, Says Ministry, To Stop 
Planning Appeals Rush 


Efforts are being made by 
the Ministry of Local Govern- 
ment and Planning to reduce 
the number of appeals under 
the Control of Advertisement 
Regulationn. 

Fearing that the number of 
appeals will increase from the 
present high rate when the period 
of grace for existing advertise- 
ments expires on July 31, the 
Ministry has circulated local 
authorities suggesting more con- 
tact between local authorities 
and advertisers. 

“Explanation of the objections 
which the authority would offer 


to a proposed advertisement may 
convince the advertiser that it 
would be undesirable to make an 
application at all,” states the 
letter. “In other cases it may 
be possible to make acceptable, 
by amendment, proposals which 
otherwise would be objection- 
able.” 

The letter stresses that authori- 
ties should give specific reasons 
in every case of refusal. 

“In general,” it concludes, 
“the Minister hopes that in- 
creased discussion between 
authorities and advertisers will 
lead to a better understanding by 
both parties of the others’ point 
of view.” 


RECORD ADS. 
IN B.LF. 
CATALOGUE 


A record of 700 pages of 
advertisements, and 100 im 
colour, appear in this year’s 
London section of the Bri*ish 
Industries Fair catalogue. ‘Vhe 
Birmingham section carries 450 
pages of advertisements, also a 
record. 

First consignments of the cata- 
logue have now been flown to 
overseas buyers. Within the next 
fortnight a further 15,000 copies, 
each volume running to more 
than 1,000 pages and weighing 
2 Ib., will be sent to 180 U.K. 
government posts in 63 countries 
for distribution. 

Final editions of 50,000 copies 
will be published on the opening 
day of the Fair and every buyer 
from overseas will receive a free 
copy. 

This year advance copies of the 
catalogues, as well as final 
editions, will have an alphabetical 
index of exhibits in eight langu- 
ages—French, Spanish, Italian, 
Portuguese, German, Danish, 
Swedish and Dutch. All will 
carry a classified list of exhibi- 
tors, details of their products, 
stand numbers and advertise- 
ments, 


. . 
Period Settings 

Visitors to the Electrical 
Development Association's stand 
at the Daily Mail Ideal Home 
Exhibition will find, faithfully 
executed to period, an exterior 
scene and entrance hall of 1851; 
a Victorian drawing room of 
1876; an Edwardian kitchen of 
1901; a bedroom setting of 1926; 
and the up-to-the-minute kitchen- 
diner of 1951. “Spotting the off- 
period slips” will provide teasers 
as many will almost pass un- 
noticed. 
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Advertising Must Show The Way 


214 


To Peace, Progress 


A.A’s SILVER JUBILEE DINNER: 
MEMORIES AND NEW MISSION 


—William L. Batt 


The consciousness of the vital role which advertising can 
play in maintaining democratic freedoms inspired the principal 
speeches at the Silver Jubilee Dinner of the Advertising 
Association at Grosvenor House on Tuesday. 

It was stressed both by the guest of honour, the Hon. 
William L. Batt, Minister-in-Charge, Economic Co-operation 
Administration Special Mission to the United Kingdom, and by 
the Association’s President, Sir Miles Thomas. 


Mr. Batt, after saying how 
pleased he was that several 
hundred representatives of the 
American advertising industry 
were expected to attend the 
International Advertising Con- 
ference, continued: “The real 
job of the 
International 
Advertising 
Conference 
is something 
far more sig- 
nificant and 
far-reaching j 
than any 
you have 
held before. 
It is that you 
come up 
with con- 
crete plans 
as to how 
the powerful 
media of 
publicity can be best harnessed 
for the winning of the battle for 
men’s minds.” 

Americans considered large- 
scale advertising as one of the 
foundations of their productive 
system. The existence in any 
country of a healthy, independent 
advertising business was a definite 
mark of a free society. For 
advertising basically rested upon 
the right of the consumer to 
make his free choice. 

“The advertising and publish- 
ing professions in your country 
and mine have had a large 
experience in shaping the lives 
and thoughts and outlook of two 
of the most advanced peoples in 
the world,” said Mr. Batt. 
“Shouldn’t the full resources of 
these professions be brought 
into play to show the world the 
proven way to peace and 
progress?” 

Sir Miles Thomas began by 
recalling the origins of the 
Advertising Association, and paid 
a tribute to its founders—Mr. 
Harold Vernon (unfortunately 
prevented by illness from being 
present that evening), Lord 
Burnham (the first president), 
Mr. Andrew Milne (the first 
honorary secretary) and Mr. 
Arthur Chadwick (the first 
honorary treasurer). 

Four past presidents of the 
Association were now present in 


William L. Batt 


addition to Lord Burnham, Mr. 
Oliver Lyttelton, Lord Mackin- 
tosh of Halifax, Sir Harold 
Bellman and Sir Ernest Benn. 

Nobody any longer seriously 
suggested, continued Sir Miles, 
that advertisers tried in any 
sinister way to influence the 
editorial policy of the Press. 

Describing the _ relationship 
between advertising and_ the 
Press as a partnership in which 
both were striving to advance 
the trade and commerce of this 
country, Sir Miles pointed out 
that with so many basic industries 
and services now under State 
control, it was a partnership in 
which the Government took an 
increasing share, 

ord 
Lylte*s 
nimble little 
fellow, Mr. 
Cube, was 
to be found 
kicking up 
his heels in 
ne w spapers 
which advo- 
cated nation- 
alisation, 
side by side 
with Go- 
Vv ‘ ronment 
adver tise- 
ments tell- Sir Miles Thomas 
ing the 
housewife how to save gas or 
devise meatless dishes. 

“This use of Press and other 
advertising as a forum from 
which two opposing sides each 
state their case seems to me a 
very real example of the way in 
which our industry fosters Press 
freedom,” he said. 

In his view, the biggest crisis 
facing the newspaper industry 
in this country and the gravest 
threat to the freedom of the 
Press was newsprint starvation. 
It would take, he supposed, 
about a dozen issues of a London 
daily to consume as much news- 
print as one issue of the great 
American dailies. 

“Some way out of the news- 
print impasse must be found if 
we are to have a well-informed 
public opinion in Britain at this 
most critical time,” said Sir 
Miles in conclusion. “I sug- 
gest that it is a matter the 
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New enterprise by George Newnes Ltd. is the production of films 
about “Woman's Own” and “Tit-Bits” for showing mainly on a new 


design mobiie cinema unit, pictured above. 


Front projection is 


employed and the screen is positioned above the roof. A stage can 
be raised above it too. The anal are reviewed on page 239. 


International Advertising Con- 
ference might consider in 
common with the newspaper 
industry and the Government. 
An adequate supply of news- 
print is as vital to the security 
of the free world as guns or 
tanks or planes.” 

Lord Burnham recalled that the 
birth of the Association had not 
been an easy one. Sir Charles 
Higham had said that it was 
“bred by compromise out of ex- 
pediency.” If only he had lived 
to see its accomplishment! What 
it had done for the advertising 
and the trade of this country he 
could say at very much greater 
length. 

Lord Mackintosh spoke of the 
International Advertising Confer- 
ence. “This,” he said, “will set 
our feet firmly on the road ahead. 
It goes to prove that the Adver- 
tising Association is 25 years 
young, and that the best is yet io 
be. I have never been associated 
with any project that has gone 
with such a swing as the new 
venture.” Nevertheless, he em- 
phasised, there was still a great 
deal of “pumping” to be done 
to ensure its success. 

Lord Mackintosh concluded 
with a tribute to Mr. F. 
Bishop, M.P.. “a great chairman 
of the Association” and to Mr. 
Drummond Armstrong, its 
director. 


‘Aldwych Club | 
Ladies’ Night 


More than 250 members and 
guests, including the Hon. Lionel 
Berry (president) and Lady 
Helene Berry, attended the Ald- 
wych Club Ladies’ Night at the 
Savoy on Friday. Dancing was 
to Carrol Gibbons’s orchestra 
and there was an international 
celebrity cabaret. 


Crusade For 
Efficiency 


W. H. Smith & Son Ltd. held 
a Press day at their Alacra Con- 
tinuous Stationery factory et 
Acton last Thursday, as part of 
a crusade to get people interested 
in the problems facing industry 
and the solving of them through 
business efficiency. 


New Kelly’s 

The 1951 edition of Kelly's 
Post Office London Directory has 
just been published, the 152nd 
consecutive edition. It contains 
the valuable sections on streets, 
classified trades and a commer- 
cial index as well as a sectional 
street plan on a scale of four 
inches to the mile (in a separate 
case). ; 


Market Research Society Is 
To Seek Incorporation 


The Market Research Society is 
to apply for incorporation under 
the Companies’ Act as a non- 
profit sharing organisation with 
limited liability. 

This was one of a number of 
decisions regarding its future con- 
stitution, taken at a special meet- 
ing last Thursday under the chair- 
manship of the president, Mr. 
Graeme Cranch. 

Chief among the proposed 
changes, which are now under- 
going legal consideration, is a 


broadening of the conditions of 
membership and of the activities 
of the Society. These changes are 
designed not only to enable the 
Society to grow in strength and 
importance in its own particular 
sphere, but also to play a bigger 
part in the general deliberations 
and organisation of those sections 
of industry with which it is con- 
cerned 

Under the new constitution the 
Society will be better placed to 
undertake even more active mea- 
sures in the sphere of education. 
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CLUB NEWS 


‘Advertising Cannot Be 
Taught at University ’ 


Advertising is not suitable as 
a university course. This was 


the view of Mr. E. M. Hugh- | 


Jones. Fellow of Keble College, 
Oxford, and University lecturer 
in economics, addressing the 
Publicity Club of London on 
Monday. 

The function of a university, 
he said, was to educate rather 
than to train. Its main business 
was re:earch, teaching and the 
setting of a certain standard. 

Advertising as a subject had no 
strong unifying principles. There 
were rather too many bits and 
pieces to form a sound basis for 
a satisfactory course. The only 
strong principle on which a 
course might be hinged was mer- 
chandising. 

Mr. Hugh-Jones said he felt the 
place for an advertising course 
was the technical institute. 

“I want to see the prestige and 
status of the technical institute 
increased,” he said. “Four-fifths 
of advertising appeals to emotion 
rather than reason; to the lower 
emotions rather than the high— 
to fear, envy and sex.” 

Voicing thanks Mr. Norman 
Groom said the address was one 
of the most stringent and interest- 
ing the club had had for many 
years. 


LONDON GALA 
ON MARCH 8 


The Publicity Club of London 
will hold its annual gala on 
March 8. 

This year it will be staged in 
the Great Room at Grosvenor 
House, where a thousand people 
can dine, dance, and see the 
spectacular floor show that is 
being arranged. Sydney Lipton’s 
Ballroom Orchestra will provide 
the music, and there will be the 
usual lavish gifts and prizes. 


Regent 


Publicity And Peace 


To save the peace, publicity, 
like patriotism, is not enough. 
It must be backed by a determina- 
tion to resist aggression and by 
evidence of the superiority of 
democracy to totalitarianism. 

This was the conclusion 
reached by Mr. Gwilym Williams 
in a talk to the Regent Club 
entitled “Can Publicly Save 
Peace?” Mr. Williams was depu- 
tising for Mr. Morgan Phillips, 
secretary of the Labour Party. 

Publicity for peace, said Mr. 
Williams, should be designed to 
strengthen the will for peace 
among the peonles of the world; 
to educate public opinion on the 
conditions of peace and on the 
significance of the United 
Nations 


Southampton 
Glad Hand For 


* 
Visitors 

Hope that membership of 
Southampton Publicity Club 
would pass the 100 mark this 
year was voiced at the annual 
meeting. 

Mr. H. F. S. Kimber, retiring 
hon. secretary, said that in the 
past year the club had provided 
publicity committees for the 
British Empire Cancer Campaign, 
publication of a volume on the 
war history of Southampton, the 
Festival of Britain and the Ship- 
ping and Industries Exhibition. 
Southampton had taken the in- 
itiative in offering to organise a 
welcoming committee for dele- 
gates to the International Adver- 
tising Conference arriving at the 
port. 

Councillor R. H. Hammond 
was elected chairman. 

Other officials are: Vice- 
chairman, Mr. W. J. Northmore; 
hon. secretary, Mr. A. B. Bur- 
nett; hon. assistant secretary, Mr. 
J. Barr; hon. treasurer, Mr. R. W. 
Fogarty. 


An informal group at the first annual dinner of the Publicity Club of 
Aberdeen, including the chairman, Lt.-Col. Harry Webber, M.B.E., 
and Bailie James A. Mackie, deputising for the Lord Provost of the 


City. 


Berks and Bucks 


Armstrong At 
Slough 


Purchasing officers, personnel 
and sales managers, accountants 
and Institute of Industria! Man- 
agement members attended a joint 
meeting sponsored by the Berks 
& Bucks Publicity Club in 
Slough last Thursday to hear Mr. 

mmond L. Armstrong, direc- 
tor, Advertising Association, ex- 
plain the Association's functions. 

Mr. Armstrong was deputising 
for Sir Miles Thomas. 


Scotland Must Dwell On Its 
Progress—Not On The Past 


—Hector McNeil 


Rt. Hon. Hector McNeil, M.P., Secretary of State for Scotland, chat- 

ting with W. A. Woolward, president, Publicity Club of Glasgow, and 

T. W. Oman, president, Glasgow Chamber of Commerce, when he 
addressed Glasgow Club on Friday. 


A warning that Scots could not 
play their part in Europe and in 
a wider world by a sort of out- 
moded and tame Jacobite atti- 
tude or by proposing eternally 
the nineteenth-century toast— 
“Here's tae us, wha’s like us?” 
was given by the Rt. Hon. Hector 
McNeil, Secretary of State for 
Scotland, addressing the Publicity 
Club of Glasgow on Friday. 

Mr. McNeil outlined what he 


described as a “Scottish Renais- 
sance” in industry and general 
national development, attributing 
efforts made since 1939 to rectify 
the unemployment figures to 
people of all political parties. 
He warned against a narrow, 
spiral, sterile parochialism —a 
sort of “Little Scotlandism”— 
which would frustrate serious and 
exciting efforts towards the re- 
covery of their real nationality. 


Picture by “Aberdeen Bon-Accord.” 


of about 70 


rst annual dinner 
of the Publicity Club of 
Aberdeen. 

Mr. W. A. Woolward, Presi- 
dent of the Publicity Club of 
Glasgow, paid tribute to the 
industry, good humour, shrewd- 
ness and hospitality of the people 
of Aberdeen. 

Commander A., Robertson- 
Macdonald said if advertising 
and publicity were used in the 
proper way they could do a great 
deal to establish closer contact 
between the nations. 

Lt.-Col. Webber, chairman, 
expressed satisfaction with the 
progress of the club, which had 
been in existence only fifteen 
months. He reported a member- 
ship of 52, compared with 30 a 
year ago. 

Other speakers were Mr. 
William Barr, secretary of the 
club, Lieut.-Col. A. W. Brocks, 
President of the Aberdeen Rotary 
Club and Mr. J. N. Horn, of 
Aberdeen Journals Ltd. 


A compan 
attended the 


Ireland 


George Simon To 
Visit Dublin 
George Simon, 

manager of the Daily Telegraph, 


will visit Ireland on February 15 
to address a specially-convened 


Mr. general 


luncheon meeting. The meeting 
has been called by the Publicity 
Club of Ireland, Association of 
Irish Advertising Agencies and 
the Advertising-Press Club to 
hear Mr. Simon speak on the 
coming International Advertising 
Conference. 


Birmingham 
Students Were 

— Invited 

Advertising manager members 
of Birmingham Publicity Associa- 
tion staged an exhibition of their 
work at the February meeting. 
Students taking the A.A. Courses 
at the Birmingham Commercial 
College were invited to attend 
and join in discussions, 
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P. J. Mead, a director of the 
Norwich branch of Reckitt & 
Colman Ltd., who has been res- 
ponsible for the Colman adver- 
tising for over 25 years has 
retired. His assistant, Roy A. 
Dehn, has been appointed adver- 
tising manager for the Colman 
and Keen, Robincon intesests. 

* 


Jack Bermond has arrived in 
this country from the U.S. to 
become sales director for the 
British Doughnut Co., Ltd., who 
are launching the American style 
doughnut in this country. 

* * 


A. J. M. Harris has been ap- 
pointed manager of Shell 
Chemicals Ltd. publicity depart- 
ment in succession to P. C. 
Drake, who is now undertaking 
special managerial work in the 
company’s agricultural activities. 
Mr. Harris has been Mr. Drake's 
principal assistant since joining 
Shell Chemicals Led. in P aa 


Hubert F. Harris has joined 
Stanning Proprietaries Ltd. as 
sales and advertising manager, 
and will be concentrating on the 
sales of Lloyd’s Adrenaline cream 
and other of the company’s pro- 
ducts. Mr. Harris was formerly 
with Allen & Hanburys Ltd. and 
Thomas Marn Ltd. 

* *~ * 

F. E. Ferneyhough, public re- 
lations officer for the Welsh 
Border Counties region of the 
G.P.O. since 1946, has been 
appointed chief executive officer 
in the public relations department 
of the Post Office. 

* * + 

B. D. Plummer, proprietor of 
the Hexham Courant, has been 
elected president, Northumber- 
land and Durham Association of 
The Newspaper Society, in suc- 
cession to the Hon. Denis G. 


* * +. 

Miss B. Gleeson has been 
appointed to look after the 
media side of W. H. Emmett 
(Scotland) Ltd., in succession to 
J. M. Birrell, Jr.. who is now 
representing Odhams Press in 
Scotland. 

* * * 

Australian copywriter and 
general agency man, David Mc- 
Cullough, leaves London on 
February 15 after two years with 
Lintas Ltd. to take up a job with 
a large American agency. 

* * . 


F. Murray-Milne has been 
elected hon. P.R.O. to the Secre- 
taries Club. 


D. McCullough 


A. J. M. Harris 
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MEMS ABOUT PEOPLE 


Roy Dehn Succeeds Mead As Colman Ad. 
Manager: Shell Chemicals Promote A. J. M. 


Harris: Gollings, Thiele Leave Hospital 


W. H. Gollings, chairman of 
the Publicity Club of London, 
left hospital of Tuesday after a 
cartilage operation and _ is 
making on aoeiemt conmyery. 


Dan Thielé, space rep. at 
Everybody's and vice-president of 
the Publicity Club of London, 
who was recently involved in a 
motoring accident, has now left 
hospital and is making good 
progress. 

* : * 


Richard Dimbleby is about to 
increase his commitments with 2 
weekly column in the Sunday 
Chronicle. Dimbleby’s column 
will consist of his personal views 
on the news—with no punches 
pulled. 

* * * 


Katherine Woodbridge has 
retired from the advertisement 
staff of The Sketch after 22 years 
as a representative. During the 
war years she also represented 
Sport & Country and did most of 
the pioneer work when the paper 
was evolved out of the old 
Sporting & Dramatic magazine. 

* * * 


A member of the South Lon- 
don Press' advertisement depart- 
ment for 28 years, LL. A. 
Robinson has been appointed 
advertisement and circulation 
manager. He succeeds H. J. 
Weaver. 

+ * * 

T. Roberts, commercial man- 
ager of Woodalls Newspapers 
Ltd.. has joined the board of 
Hughes & Son (Publishers) Ltd., 
the firm's associeted qumpany. 


George Gamlin, accounts exe- 
cutive and corywriter with Decor 
Contemporary Art and Design 
Ltd. Bristol, has _ joined 
McConnells Advertising Service 
Ltd., Dublin, as copywriter. 

* * * 


H. Berkeley Hollyer, publicity 
officer for Torquay. has been re- 
elected hon. publicity officer for 
the “Come to South Devon” 
movement. 


R. Dimbleby 


J. F. Bermond 


Bill Heard, manager of the 
sales and marketing department 
of Colman, Prentis & Varley, left 
by air this week for a two months’ 
visit to the United States. He will 
make a study of marketing, mer- 
chandising and distribution, par- 
ticularly at retailer level. During 
his absence, Mrs. Spencer- 
Phillips, senior executive respon- 
sible for fashion and cosmetic 
promotion and the home econ- 
omics division of sales and mar- 
keting, will be in charge of all 
the other activities of the depart- 
ment. 


iw 


* * 


John Dennis, racing editor of 
The Bicycle, has been appointed 
to the advertisement staff. 


OBITUARY 


Ernest Morison 


The death occurred last week 
of Mr. Ernest Morison, chairman 
of A.A, Sites Ltd. since its for- 
mation in 1927. He was 83. 

Mr. Morison was the first per- 
son to publish a British advertis- 
ing magazine with a world wide 
circulation—Publicity; a Journal 
for Business Men, from 1890-4. 

For a short while he edited and 
published the Hull and East 
Riding Athlete. In 1889 he 
founded Morison’s Advertising 
Agency which was converted into 
a limited company in 1920 and 
merged with Mills & Rockleys 
Ltd. in 1934 when Mr. Morison 
retired from active participation. 

He edited and published the 
weekly Amusements for 26 years. 
Director of publicity for Hull at 
the 1924 Wembley Exhibition, 
he was founder member and 
officer of the origina] Hull Pub- 
licity Club. 

Mr. Morison was the first 
editor of the official organ of the 
Incorporated Sales Managers’ 
Association and also founded the 
Association's library. 

He was a consistent contributor 
to ADVERTISER'S WEEKLY, especi- 
ally in its early years 


A F. Harris 
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Conference 


News 


HARRY JONES HEADS 


NEW COMMITTEE 

Mr. Harry Jones (Mather & 
Crowther Ltd.) has been ap- 
pointed to serve as chairman of 
an exhibition sub-committee for 
the International Advertising 
Conference. 

Other members of the commit- 
tee are: 

Lionel Allston (Shell Ltd.), 
Misha _ Black, F. Crowther 
(Rumble, Crowther & Nicholas 
Ltd.), Ashley Havinden, H. K. 
Henrion, Charles Tapping 
(Clifford Bloxham & Partners). 

Any exhibition that may be 
held will, of course, be inter- 
national. 


ViLP’s. 


Among International Advertis- 
ing Conference delegates who 
have registered from 20 countries 
are: 

Mr. Trygve Dalseg, managing 
director of Morgenbladet, Nor- 
way's first daily newspaper, and 
official representative of the four 
Nordic advertising associations 
for the International Union of 
Advertising, of which he is a vice- 
president. 

Mr. El Sayed Aboulnage, ad- 
ministrator of Al-Misri news- 
paper, managing director of the 
Egyptian Distributing Co. and 
manager of the Egyptian Publi- 
city Society. 

Mr. Fernand Hourez, manag- 
ing director of Bodden & Dechy 
Advertising, president of the Pub- 
licity Club of Brussels, a director 
of the Chambre Syndicale Belge 
de la Publicité. 

Mr. Venkatrao Sista, managing 
director of Sista’s Ltd., of Bom- 
bay, a director of four other com- 
panies, a member of various pro- 
fessional and other bodies, and 
first Indian member of Incorpor- 
ated Sales Managers Association 
of Great Britain (1932). 

Mr. Francisco Garcia-Ruescas, 
director-proprietor of Publicidad 
Ruescas of Madrid, and Spain’s 
senior delegate to the Confer- 
ence. 

Mr. William Wilkens, owner of 
William Wilkens Werbung of 
Hamburg and a member of the 
Advertising Association of Ger- 
many. 

Berks and Bucks Publicity Club 
will welcome airborne delegates 
to the International Advertising 
Conference, on their arrival at 
Heath Row and Northolt. 


Youth Scheme 


In addition to Egypt, Western 
Germany and Norway, the fol- 
lowing countries have now also 
registered as participants in the 
International Conference Youth 
Scheme: Finland, France, Israel, 
Italy, Sweden, Denmark. 


B.F.M.P. Congress 
This year’s congress of the 
British Federation of Master 
Printers will be held at East- 
bourne, May 19-23. 
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DISCIPLINE IN THE ARMY TO-DAY 
lan Hay 


THE MONTE CARLO RALLY 


Lord Strathcarron 


DIOR— ARBITER OF FASHION 


Anne Lambton 


GHOST OF HAMPTON COURT 


Christina Hole 


ALEC GUINNESS— GREAT CHARACTER ACTOR 


Langston Day 


Some typical 
Features from a 
recent issue of :— 


WORLD AFFAIRS - FASHION 
SPORT - MUSIC - TRAVEL 
FILMS - ART - HUMOUR 
THEATRE - FICTION 
NATURAL HISTORY 
SCIENCE 


G. LINDLEY SPARKES 
ADVERTISEMENT DIRECTOR 
114 FLEET STREET, LONDON, E.C.4 
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February 8, 1951 
Pattern For Freedom 


Te draft business programme for the International Adver- 


tising Conference goes a long way to reconciling two distinct 

schools of thought on which trend the Conference should 
take. A generous compromise has been achieved and there is 
mucl; in the broad and balanced programme now presented to 
satis!y conflicting views previously aired. 

There will be little opposition to the contention that the primary 
object of the Conference is an interchange of experience and 
knowledge en advertising problems generally. Ample scope is 
allowed for this in the four Tasks chosen for debate, but there is 
now no great danger of Conference sessions trailing off into what 
some may regard as technical trivialities, for the programme, as 
outlined, is worthy of the theme. 

It will open with the bold enunciation of a Challenge to 
Advertising and, as the Conference develops, the answer will be 
hammered out on the anvil of friendly argument and analysis. 
In one aim proposed for discussion—to help promote world 
trade and understanding—advertising has a mighty task, 
sufficient to appal any but the stoutest hearts. Amid the alarums 
and excursions of this fractious world, can the industry fulfil 
a vital role in stimulating international goodwill? Advertising 
can be the mainspring of integrity and co-operation, those 
qualities which must permeate international trade if commercial 
relations are to have a non-irritant effect. -—_ _ 

National susceptibilities will always be With us; competition 
there must be, less trade is to stultify. These facts cannot be 
blinked. Within the limits they impose, much useful work may 
still be done to raise the accepted standards of common practice. 

The Conference is to teach the world how to advertise better, 
and it would fail in this aim if it neglected to consider the loftier 
motives. At the same time it is encouraging to note that the 
practical side will be given full weight. 

What more can advertising do to help international trade? 
How can advertising heip to keep down the cost of living? How 
help to raise the standard of undeveloped areas? These are bread 


and butter questions which ha\2 a specific bearing on the every-- : 


day conduct of the industry, but they are linked in concept with 
the high principles of the United Nations and all those broad 
humanities to which the free world subscribes. 

Within the programme, too, there is ample scope for varying 
opinions. Should Governments advertise? This is one question, 
for example, on which keen controversy may be expected. Were 
such issues side-stepped the Conference would be in minor key. 

All who are zealous for the advancement of advertising will 
welcome the fact that close attention is to be given to improving 
methods of education, recruitment and training. One aspect of 
discussion on Clubs’ day is the possible interchange of young 
personnel. This is splendidly in keeping with the international 
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flavour of the Conference, and at the same time is a practical 


means of improving technique. 


Tremendous progress has been made in recent years in improving 
the ethics and practice of advertising. The programme clearly 
indicates, however, that here there is no ground for complacency, 
and the social responsibility of advertising is to be dissected. 

If the Conference follows in its tone and temper the notably 
high level set by the business programme it will go down to 
history as a powerful contribution to international peace and 


understanding. 


To-morrow’s Topics 


Despite the denials, rumour gains 
ground that the price of London 
dailies will go up to l4d. Some 
say the only question now is: 
When will the rise 
PRICES take place? 


The Manchester 
UP IN Evening News says 
MARCH? 


ld. national morn- 
ing newspapers 
may disappear this year. 

The National News Agent re- 
ports that many nationals have 
already drawn up balance sheets 
to find out how they will stand 
when the rise takes place. The 
journal adds: “It seems that all 
the nationals are willing to fall 
into line except two, but econ- 
omic pressure may result in these 
being disregarded.” 

Those who should know are 
tipping March as the “extra half- 
penny” month. 

— — 
SHaPE of things to come may be 
indicated by an advertising skir- 
mish now developing at East- 
bourne. The Eastbourne papers 

oe their rates 

ecause of mount- 
SEASIDE ing production 
SKIRMISH costs. Local 

cinemas and 

theatre managers 
got together, refused to pay the 
increase, and withdrew their ad- 
vertising completely. The cine- 
mas switched to the local edition 
of an evening paper. They ad- 
vised patrons of this change by 
screen slides, and within four 
weeks the evening paper’s local 
sales, it is claimed, have doubled. 

Now the issue becomes more 
complicated. Eleven Eastbourne 
estate agents have taken space in 
the evening, on six months’ con- 
tract. They are retaining their 
weekly paper ads., over this 
period “just to see how things 
work out,” according to a spokes- 
man. 

Advertising men should keep 
a sharp eye on this little rumpus. 
It is a test case as to whether, in 
one instance, the danger-point 
has been passed. 


BRITAIN is “an island in a sea of 
commercial radio,” Mr. Harry 
Alan Towers told a London 
meeting of the Incorporated Ad- 
vertising Managers 
STRAWS 7 


Association Te- 
IN THE cently. Overseas 
newspaper owners 
AIR who had ventured 


into the sea were 
doing well, financially, he added. 

Press interests which do not 
relish radio competition may be 
heartened by the experience cof 
South African Research Services. 
Their investigations show that 
Springbok Radio has not ad- 
versely affected Press advertise- 
ments of branded goods, which 
were considerably more during 
the last six months of 1950 than 
during the corresponding period 
the previous year. 

Such facts add credence to 
whispers that one big newspaper 
combine is much more kindly 
disposed to commercial radio 
than its rivals. 

=—« — — 


Draft proposals for a training 
and education scheme for junior 
journalists were put forward at 
meetings last week between the 
joint editorial com- 
mittee of the Guild 
of British News- 
paper Editors and 
the Newspaper 
Society, and repre- 
sentatives of the National Union 
and of the Institute of Journalists. 

Is it too much to hope, that 
while plans are still formative, 
the training scheme will be 
adapted to give journalists some 
grounding, also, in the elementary 
facts of advertising? 

Alas, the likelihood is that the 
opportunity will go by default. 
With the exception of the News- 
paper Society the organisations 
concerned include critics who 
regard advertisers as the bogey- 
men rather than the blood donors 
of Fleet Street. 


ROUND TABLE 


DIVIDED 
INTEREST 


HARPE 


THE INTERPRETER 
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NET SALE IN BXCESS OF 50,000 A MONTH. THE NATIONAL MAGAZINE CO. LTD. 28/30 GROSVENOR GARDENS. 
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A FAMILY AFFAIR 


LL types of family all over the country make a 
habit of drinking Bourn-vita. Likewise all types 
of family all over the country — some 5,165,253 of 
them in fact — make a habit of reading the Sunday 
Pictorial. And they read it on the best day of the 
week when readership is leisured and product stories 
sink in. 
There are good reasons, then, for The London Press 
Exchange to recommend their clients Cadbury to 
advertise Bourn-vita in the Sunday Pictorial. And 
the Sunday Pictorial is a very inexpensive medium. 
Its square inch per thousand rate of -57 of a penny 
is actually ten per cent less than pre-war. 


Sunday Pictorial 
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TUMMY TROUBLE— 


An ‘Indigestible’ Approach To The Canteen 


VERY advertising man 

ought sometimes to go to 

the cinema. Occasionally 
he will see a film which cost 
little to make, has no top line 
stars or lavish settings but which 
rings the bell with the Great 
British Public. Such films have, 
primarily, a story to tell. 
Secondly, they have integrity. 
They neither bludgeon the senses 
nor condescend, but they touch 
the viewer at some mutual point 
of contact with life, they reflect 
his own struggle with life. 

As with films so with advertis- 
ing. Occasionally an advertiser 
will succeed in being so perfectly 
natural that he has the sympathy 
of the reader at once. It can only 
happen if he really sincerely 5e- 
lieves in what he has to offer, and 
also completely understands the 
customer's problem. 

One or two such pieces of print 
have been put out by Intel, 
specialists in employee feeding, 
I commented on one some time 
ago. 

But now, in contrast, come two 


Sor Kent 2 


more pieces, One again seeming 
to me exactly right, the other 
well—just another bit of advertis- 
ing copy. It may be interesting 
to try to analyse them. 

The successful piece is a book- 
let intended to sell the Intel ser- 
vice to employers. Apart from a 
pleasant enough cover its appear- 
ance is very ordinary, indeed, the 
type-conscious will be pained by 
some of its mannerisms and 


PRINT REVIEW 
by 


Brian Hilton 


methods of getting emphasis. It 
will never win a place in an ex- 
hibition of print except in the 
awful example section. But the 
story it tells is true, obviously 
true. And the language is that of 


one ordinary man talking to 


220 


ployees, and that 
employers must see 
that the problem is 
solved thoroughly 


THE * INTEL’ SERVICE 
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and at the same 


time econcmically. This book- 
let is certain to make employers 
of labour think, and a good 
proportion of them inquire about 
the Intel method. 

The second piece of print is a 
tiny folder on card which is 
distributed to employees using 
canteens run by the Intel method. 
It is just as necessary to talk 
plain sense to the working man 
as to his employer, and in this 
case the story is the same, and 
just as capable as being expressed 
in simple, direct language, But 
for some curious reason this 
folder goes all whimsy. Its head- 
line is “Tum’s a Chum of yours.” 
It abandons the sincere man-to- 
man factual approach for copy 
which talks down to the reader, 
and ploughs through such phrases 
as “That is why we study your 
tummy for your own sake as well 
as your employer's.” Can you 
imagine two of the workmen 
talking about their dinners in 
language like that? No, give 
them the facts, and give them 
straight! 


* * * 


ONE OF THE typefaces that 
looses its character in the bold 
version is, | think, Plantin. The 
Menotype 110 is an excelleat 
face, well-proportioned, readable 
and of good “colour.” The heavy, 
194, on the other hand seems to 
me to be merely clumsy—unlike 
Times, or Perpetua, in which the 
bold faces are every bit as pleas- 
ing as the basic face. 

The use of Plantin heavy on 
some pages of a new catalogue of 
Priestman cranes is, therefore, to 
my eyes, a blemish—and one I 
would not have expected in a 
production by Rooster, whose 
typography is usually immacu- 
late. It appears, however, that 
the typographer was a bit un- 
certain, for he has used Rockwell 
for certain headings when he 
might have used Plantin heavy. 
There are a number of reverse 
white on black text panels in this 
catalogue, and perhaps because 
it is already a rather coarse letter 
Plantin heavy has reproduced 
reasonably well—better in fact 
than the Rockwell. Making 
reverse zincs of type is always a 


A spread from the Intel booklet 
for employers, the story in which 


is “true, obviously true.’ The 
heading on the left-hand page is 
brown. 


gamble, fine line and dainty serifs 
invariably suffer. 

This catalogue has a very hand- 
some cover in colour which is 
rendered brilliant by varnishing— 
a process which would improve 
many booklet covers, especially 
those on art board, The inside is 
printed in three colours—black 
with unusual shades of blue and 
grey, which are extremely effec- 
tive. 


* * * 


GLOSTER AIRCRAFT Company's 
publicity department “humbly 
submits” a booklet describing the 
Meteor jet fighter hurriedly pre- 
pared for an air show. There is 
no need for humility, the brochure 
is well done. 1 suggest only two 
improvements. One, that the 
photographs of the aircraft in 
flight were trimmed a little too 
tightly, It does seem to me that 
even in pictures aircraft in flight 
need plenty of space. The other 
point is that text is set on panels 
in a red tint, and the coarse dots 
have broken up the type and 
made it difficult to read. Solid 
tint panels, yes, but dot tints can 
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A page from the Priestman book- 

let. Lower half is black on blue 

background. The little crane at 
the top is grey. 
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There is still time 


to book space in. 


number issue of 


BRITISH 
VOGUE 
EXPORT 
BOOK 


PUBLISHED ON APRIL 30TH, THE OPENING DAY OF THE B.L.F. 


This issue will have a preview of the B:I-F and the Festival of Britain 


copy DATES colour, February 27th. 
black and white, March 19th. 


Following the B.1.F. number, there will be three 
more issues this year : 


NUMBER FOUR July 13th to include features on textiles, 
ready-to-wear, knitting wools. 


NUMBER FIVE September ]4th to include features on couture, 
leather goods, knitwear, textiles. 


NUMBER six November 23rd to include features on textiles, 
ready-to-wear, household linens. 


THE CONDE NAST PUBLICATIONS LTD, 37, Golden Square, W.1 
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facts 


@ the MUNICIPAL JOURNAL AND PUBLIC WORKS 
ENGINEER is a completely independent publica- 
tion . . . it sells on value and service alone . . . pub- 
lished every Friday at Is. 6d... . and not a copy is 
wasted. ... 


@ it is subscribed to by all the 2,032 local authorities 
in the United Kingdom—which includes of course 
every one of the 421 Town Halls. ... 


@ it has 58 years of tradition, integrity and good-will 
. it is not complacent about this and constantly 
introduces new features, new writers, new interests. . . . 


@ it deals with every aspect of the municipal field . . . 
building . . . engineering . . . office equipment .. . 
cleansing and salvage . . . public baths . . . civil 
defence . .. parks . . . water supply . . . transport 

. planning . .. roads . . . education... . 


@ it is used regularly by every authority for the 
advertising of official appointments,| contracts and 
tenders. .. . 


@ all contributors are of the highest authority. .. . 


@ we believe in—and practice—continuity of advertis- 
ing . . . we find it pays if your product is good... 
we can offer you and your clients the same service. . . . 


and figures 


Pe, IN oo oes cnssivadsstacndéxoosmademneeaie 60,000 buyers 
@ potential............. £2,000,000,000 per year 
OP: I WOR sacs sisecin s 0555. cScescastndeseensnttassoeens £30 


MUNICIPAL JOURNAL and 
PUBLIC WORKS ENGINEER 


3/4, Clement’s Inn, Strand, London, W.C.2 (HOLborn 
2827) is without doubt the most profitable investment. 


jor every space buyer 


Print Review—coni: ued. 


only be used as background for 


very large sizes of t)pe. 
*~ * ~*~ 
A TRIBUTE TO Ernest Polden, 


who has been big enough to send 
to friends and cvileagues engaged 
in printing a very fine New Year 
“card,” which is actually a 24- 
page booklet containing the text 
of the Festival Play for the 
Gutenberg celebration in Mainz, 
entitled “The Miracle of John 
Gutenberg.” It is beautifully 
printed and produced, and con- 
tains explanatory noies by John 
| Charles Tarr. The design and 
typography are immaculate. 


* * * 
THe BRADFORD rik of A. P. 


Holland Ltd. have sent to their 
friends a desk diary in which 
all the information 1s printed in 
English, German and French. 


The diary carries three days to 
a page, and is wel! larded with 
lovely photographs of Yorkshire. 
It is Spirax bound with a stout 
cover finished imitation Morocco. 
The cost was approximately £1 
each, but I imagine they will stay 
on the right desks. Design and 
production was by Bennett 
Williams (Advertising) Ltd., of 
Bradford, and printing by Stott 
Bros. of Halifax. 


* ~ * 


HEAVY CARTRIDGE paper, half- 
tone photographs of sleek cars on 
art paper tipped in, and some 
good setting in Perpetua printed 
in grey with red initials—these 
are the ingredients of a handsome 
brochure for Armstrong Siddeley 
cars. Size helps, of course; you 
can do something with a page 15 
in. wide and 104 in. deep. The 
danger with books of this kind is 
over-elaboration. Mr. Selwyn 
Sharp, publicity manager, has 
steered clear of this to achieve 
elegant distinction. The Perpetua 
looks well even in grey because 
it is on a roughish surface and is 
in a large size—18 pt. 


* * * 


GENERAL CLEANING Contractor 
Ltd. have produced a wallet map 


FEBRUARY 8, 1951 


of Great Britain with a sliding 

card inside which, when moved 

shows the distances between 45 

towns. On the back of the wallet 

is advertising copy for the service. 
. * - 

A DELIGHTFUL Rowland Hilder 
landscape provides the attraction 
on the cover of the Cook’s book- 
let “Summer Holidays in the 
British Isles.” The 48 pages of 
this book list hundreds of hotels 
and their tariffs divided into con- 
venient groups. 

* * * 

TAKING THE MEDICINE they pre- 
scribe for others, Institute Print- 
ing Works of Birmingham pro- 
duced a brochure to announce a 
move to new works. The whole 


ui fait 


poss 


la publicite de 


VERTISINO 


Dubonnet? Une 


DUBONNET? 


agence appelée 


AGENCY CALLED 


Graham el Gillies. 


GRAHAM GILLIES 


(Des gars ala page!) 


THESE ARE ON THE BEAM: 


Brian Hilton loved this free 
translation. It appeared on a wrap 
around jacket on a booklet of 
reproductions of the famous 
Dubonnet ads. produced by 
Graham & Gillies for L. Rose. 


thing is lightly written, but con- 
trives nevertheless to impart a lot 
of information about the works 
and plant in easily assimilable 
form. 

All the text is set in Times Bold 
and printed on art paper. 


an —sho wants the maximum of comfort, co 

© of am unduly lange car There 
the car ts compact and easily manceuvred and parked Everything has been planned - 
with these points in mind from the comfortable bench type front seat with 
folding central aren rest —there are also. arm vests on the dears—to the 
exceptionally spectous huggage boot A few of the special features 


are ‘ihustrated on the centre pages, shere there i» complete 


wut light saloon wmaiessble character Wt 


Desagned specially bor thee mae 


J smartness «thou! the appear 


on five people if needed but 


hat of the cene:can equipment end special testures 


cenemen all Armetrony Sudddeley mcdele 


Good setting in Perpetua printed in grey with red initials . . . one 
of the ingredients that make this handsome brochure of Armstrong 
iddeley. 
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Local lad 
makes good 


Many a young Midlander starts to read The Birmingham 

Post because he thinks it is the thing to do. After closer 
acquaintance with the paper he learns why it has achieved this 
reputation. 

The Birmingham Post’s service to advertisers gives them one of the 
widest “A” class readership of any provincial morning newspaper in 
the country, effectively concentrated in the prosperous Midlands. It 
is the paper for those who will “get on” as well as for those who 
have already “arrived.” 


% "Diagram based on populations of selected 
Midlands towns, taken at last census 
Rirmingham approximately one million 


To cover the Midlands first cover Birmingham 


eo. . 

The Birmingham Post 
Morning Daily : Member of A.B.C. 
Birmingham Mail Birmingham Weekly Post 
Evening Daily. The Family Journal 

38 NEW STREET ’ BIRMINGHAM 2 


London Office: 88 FLEET STREET, E.C.4 


Branches at Blackheath, Bromsgrove, Coventry, Dudley, Kidderminster, Leamington Spa. 
Redditch, Tamworth, Walsall and Wolverhampton 
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TRADE & TECHNICAL ADVERTISING 


Technical Publicity: Policy and Practice 


The Advertiser, The Agent And The 


In his second article, J. M. WILLIAMS 
welcomes the findings of the technical sub- 
committee of the Incorporated Advertising 
But he wonders whether the report is stimulating enough to 
bring advertiser and agent together to hammer out a mutually satisfactory definition 

of agency service—at the right price. 


Managers’ Association. 


AST month the LA.M.A. 

issued the report of its 

technical sub-committee, in 
the form of a reprint from the 
1.A.M.A. News, under the title, 
“The Sub-committee Reports 
Progress”. The I.A.M.A. is to 
be congratulated on this modest 
but factual document which 
crystallises what many technical 
advertising managers have for a 
long time been thinking, saying 
and experiencing about their 
“dissatisfaction with technical 
advertising as a whole.” 

Perhaps its greatest significance 
is in that it gives official recogni- 
tion to the fact that dissatisfac- 
tion exists, rather than in its 
figures, although some of them 
are significant enough, in all 
conscience. 

The report is issued under 
seven sub-headings, but one sec- 
tion must command _ special 
scrutiny—that entitled “The Ad- 
vertising Manager and his Agent.” 

The question of agency service 
has always been recognised as 
one of the main bottlenecks of 
technical advertising. Even the 
editorial note in the report draws 
attention to it, perhaps unwit- 
tingly; for although it guardedly 


refers to dissatisfaction with 
technical advertising “as a 
whole,” only in this particular 
section is “dissatisfaction” ex- 
pressed at all, the remainder 
being concerned with media, 


qualifications, problems, sugges- 
tions and _the like. 


Basic 
Deficiencies 


Finally, the rest of the report 
pales in contrast with the telling 
facts and figures which pin-point 
the basic deficiencies in agency 
service : 

1. “It is perhaps somewhat 
disturbing to find that 26-4 per 
cent of advertising managers 


using agents were dissatisfied in 
part or in whole with the ser- 
vice they were receiving.” 

2. “Some 82 per cent of tech- 
nical advertising managers use 
an agency in one way or 
another...” but “only 58 per 
cent of the agencies used ap- 
parently set themselves to 
handle technical accounts.” 

3. “OF those advertising man- 
agers using agents for Press 
advertising 27 per cent of them 
were used solely for placing and 
mechanical production.” 

4. Approximately 80 per cent 
of advertising managers felt 
that their main ability was in 
creative work and 60 per cent 
considered that their main 
ability was in technical copy- 


writing. Of the staff em- 
ployed (by technical adver- 
tising managers) “technical 


copywriters came first at 36 


ranks as perhaps the foremost 
qualification of a technical adver- 
tising manager, for without these 
abilities he could never get sound 
work produced. Similarly, the in- 
formation that, of employed staff 
in advertising departments, tech- 
nical copywriters come first at 36 
per cent is the direct corollary of 
the preceding figures and of the 
figure of 26-4 per cent wholly or 
partially dissatisfied clients. 

In defence of the agents, the 
opinion is often expressed that 
they should never be expected to 
produce satisfactory technical 
copy; that it is the advertising 
manager's job to supply it; and 
that his satisfaction or otherwise 
with his agency's service depends 
on what service he expects of the 
agency. 

This is at the same time an 
answer and no answer at all. The 
statements accurately reflect the 


away!” 


copy.” 


SESE SCEEESE SEE SESS SESE SESE HETEEES, 


@ “A permanent figure of 26°4 per 
cent dissatisfied clients wants some explaining 


@ “In defence of the agents, the 
opinion is often expressed that they should never 
be expected to produce satisfactory technical 


@ “Have the dissatisfied advertisers a 
unified policy for future action?” 


eeeee 


per cent.” 
These extracts from the report 
appear to be directly  inter- 


related. 

For instance, it might very well 
be that since only 58 per cent of 
the agencies used set themselves 
out to handle technical accounts, 
no less than 27 per cent of the 
total employed are allowed to do 
no more than place and mechanic- 
ally produce. 

Such being the case, it is not 
surprising that creative ability 


position at the moment, but they 
do not justify it. The writer for 
one would claim that, even grant- 
ing that expectations vary, a 
permanent figure of 26-4 per cent 
dissatisfied clients wants some 
explaining away! 

It must be remembered that 
agencies working on the present 
basis entirely admitted by 27 per 
cent of advertising managers who 
replied to the circular, and prob- 
ably in lesser degrees by a pro- 


portion of the remaining 63 per 


SHSSHHH RSC ET ES EH EO HCE SSO eEEee 


HAVE A NEW PLAN TO STEP UP 
YOUR SALES ... it will cost you no more! 


[.A.M.A. Report 


cent, are on a very good wicket 
indeed. 

They receive commissions on 
the least troublesome operations 
—placing and mechanical produc- 
tion. According to the size of 
the account they may demand 4 
service fee. Yet in the one 
department—copywriting—which 
never brings them any direct 
commission and which represents 
a high overhead, because it entails 
the employment of highly skilled 
and highly paid men, the work is 
wholly, very largely or partially 
done for them, according to cir- 
cumstance, by the very people 
they are supposed to be serving. 

This may or may not be a good 
basis of operation for both sides 
and it may or may not be capable 
of remedy, if, indeed, any remedy 
is thought desirable by either 
side. 

What of the 26:4 per cent dis- 
satisfied? This must mean one of 
three things: Either that the ad- 
vertising manager cannot give the 
agency the measure of support 
and information it requires to do 
an efficient job of work; or that 
the agency is not _ properly 
equipped to do the work; or that 
the advertising manager expects 
an impossibly high standard of 
service which no agency could 
economically maintain. 

Now, the first and third of 
these three possible reasons con- 
cern the advertising manager, and 
here the report is useful, because 
it deals with his qualifications 
and finds the following to be the 
facts: 

(a) Almost half had academic 
training in advertising; 

(b) 80 per cent believed that 
their main training had been 
practical; 

(c) The unexpectedly high 
figure of 60-6 per cent was 
recorded for those who had 
practical sales experience; 

(d) Only 13 per cent were 
responsible to a sales manager. 

(Continued on page 226) 
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ADVERTISER'S WEEKLY 


To Advertising Agents 


_. . for successful selling 


If you handle Textile and Fashion trade 
accounts you will serve your clients’ 


‘aterests to the best advantage 


by using .- - 


“The DRAPERS RECORD — 


| 
BRITAIN’S LEADING DRAPERY 
AND FASHION TRADE JOURNAL 


CIRCULATION 


HEAD OFFIC E 
Kings Bourne House, 229/231 High Holborn, 
London, W.C.1. CHAncery 6291. 


BRANCH OFT ICES: 

Manchester: 10) Piccadilly Central 1806 
Leeds: 4 Wormald Row. Albion Street 28654 
Glasgow: 58 West Regent St. Douglas 6481 
Birmingham: | Cherry Street Midland 4708 
Leicester: Phoenix Bldgs., Berridge St. 23661 
Belfast: Ulster Bank Chambers 28268 
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ESTABLISHED 79 YEARS 
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serving the 
technical advertiser 


—completely 


We are a specialist agency conscientiously working 
for an ever higher standard in technical advertising— 
a skilled and energetic team of directors and staft 
whose success in serving the technical advertiser is 
indicated by the constant increase in our list of 
clients. Ask us to show you examples of the way we 
are working for others. ; 


TRADE PRI ERTISING 

SALES LITERATURE 
EXHIBITION TANDS 

EDITORIAL PUBLICITY 


TAYLOR ADVERTISING LTD 
) PRA 
spectialiots un technical, publicity 
115 GOWER STREET, LONDON, W.C.1 
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TECHNICAL 
ACCOUNTS 


Contractors 
Builders 
Engineers 


our 


20.000 


trade subscribers may want to 


see vour client s announcement 


LABOUR NEWS 
PUBLIC WORKS & 
BUILDING WEEKLY 


69 FLEET STREET, LONDON, E.C.4. TEL. CENTRAL 1328, 3426 
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THE ADVERTISER, THE AGENT, AND 


|THE 1.A.M.A. REPORT 


(Continued from page 224) 


82:5 per cent being directly 
responsible to the board or to 
the general manager. 

Add to this the fact that adver- 
tising managers are very carefully 
“vetted” before they May join 
their association, a larger number 
being rejected than is accepted. 
Remember that a number of them 
have worked in agencies, Then is 
it not reasonable to conclude that 
this is a body of experienced men 
of balanced outlook, whose asso- 
ciation with agencies or work in 
advertising over a period of years 
fits them to give the fullest co- 
operation to their agents and 
enables them to assess very fairly 
what standard of service they are 
entitled to expect? 

And if 26:4 per cent of them 
are dissatisfied with their agency 
service, does this fact require 
further justification? 

If it does, then does not the 
report provide the most blatant 
justification in the figure of 42 
per cent of agencies which, 
though handling technical ac- 
counts, do not set themselves out 
to handle technical accounts? 


Not Enough 
To Go Round 


rhat, surely, is the root prob- 
lem. Among suggestions in the 
report was the wholly admirable 
one that there should be com- 
piled for technical advertising 
managers a confidential directory 
of personally recommended sup- 
pliers. Unfortunately, in the 
case of agency services this could 
scarcely work out, for if 26-4 per 
cent of the people investigated 
wished to switch their accounts 
to-morrow, it is unlikely that the 
capacity of the efficient “techni- 
cal” agencies would enable them 
to take over the number involved. 

What stands out a mile is the 
astonishing complacency and lack 
of initiative of the agents who 
have failed to keep pace with a 
development very largely of their 
own creation—the vastly increased 
advertising effort of technical ad- 
vertisers in recent years. Agerits 
will undertake to solve your or 


my marketing problems, know- 
ing nothing of our businesses, but 
here is one of their own, right on 
their own doorstep, which it 
should be very well worth while 
for them to study and pursue. 
They are in the awkward position 
of having themselves been par- 
tially “market researched” and 
partially found wanting. 

Were that an insufficient stimu- 
lant to action, agents must surely 
see a direct challenge in the 27 
per cent of advertisers who use 
their agencies “solely for placing 
and mechanical production.” 


Jam For 
The Agents 


This is “jam” for those agents 
concerned; and while this is so 

unless they have a high sense 
of professional pride, which 1s 
unlikely or the situation could 
never have arisen—then it is per- 
haps too much to expect any 
move from the agency side, even 
though technical advertisers 
urgently need their efficient crea- 
tive services in one form or 
another. 

Advertising managers should 
refuse to allow any agent to get 
away with this almost complete 
lack of service at not inconsider- 
able remuneration. 

They should press and press 
hard for the kind of service they 
require at the price that it ts 
worth to them. And have the 
full backing of their association 
behind them. 

The report, valuable as it is, is 
little more than words on paper 
which confirm, emphasise and 
publicise a condition previously 
known or suspected by most 
people concerned in technical ad- 
vertising. 

But where do we go from here? 
Is the report in itself a sufficient 
stimulant to bring both sides 
together, to purge their inertia 
and get them down to construc- 
tive discussion? If it is not, then 
have the dissatisfied advertisers a 
unified policy for future action? 

The writer has his doubts. And 
so have you. 


. . 
Publicity 
EFERENCE to the activities 
of the brick propaganda 
committee of the building and 
engineering section of the 


National Federation of Clay 
Industries was made at the last 
annual meeting of the Federation 
(reported in Claycraft). 

Principal media through which 
the advantages of brick were 
propagated (said the chairman). 
included Press advertising and 
editorial publicity; national and 


For Bricks 


local exhibitions; information 
services; slogan symbols for use 
on letter headings; contracts; 
lorries and building sites; and the 
Brick Bulletin. 

The committee were at present 
engaged in the preparation of an 
educational film for exhibition 
primarily at architectural and 
building schools and technical col- 
leges and it was hoped that it 
would be completed before the 
summer. 
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b fitting-out number 
of the 
Motor Boat 


and 


Yachting 


Winter planning complete, yacht 

and motor-boat owners are now ready 

to order alterations and new equipment. Engines, 

sails, new fittings and innumerable “extras” will be sought and 

decided on either as direct purchases or through the yards where the craft are 

laid-up. Each year the Fitting-out Number of “ The Motor Boat and Yachting” provides the 

detailed information that owners and yard managers are seeking. The advertisements in this 

issue will be read by willing buyers throughout the country. If yours is to be among them, 
space should be reserved without delay. 


TEMPLE PRESS LIMITED 


BOWLING GREEN LANE, LONDON, €E.C.1. TERMINUS 3636 . 


« 


THE OVERSEAS ENGINEER - FARM MECHANIZATION ia PLASTICS : THE OIL ENGINE AND GAS TURBINE 
THE COMMERCIAL MOTOR ' THE MOTOR SHIP press THE MOTOR BOAT AND YACHTING F THE MOTOR 


THE AEROPLANE . LIGHT METALS * CYCLING . THE LIGHT CAR ° MOTOR CYCLING 
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TRADE & TECHNICAL ADVERTISING 


Fepruary 8, 1951 


THE TRADE PRESS 


“It would probably pay the 
trade well to spend £1,000 in 
1951 on public relations, ”’ 
contends a writer in a fur 
trade journal. He has a poor 
opinion of “costly advertising 
schemes.’ 


licity scheme for the fur 

trade, on a national scale, 
was mooted, but deliberations 
have dragged on and on, with 
enthusiasm becoming more and 
more lukewarm as the time 
passes. 

Now, “Onlooker,” writing in 
the December issue of the Fur 
Record, contends that what the 
trade wants is a public relations 
or Press officer, “not a gigantic 
and costly advertising scheme.” 

He continues: “You have 
laughed at the naive assumption 
that anything is to be gained by 
shouting “Buy More Furs’.” Every 
woman would do that if she had 
the money; and doubtless she 
would buy the best mink rather 
than the ‘mediocre’ furs. But if 
a general advertising scheme was 
floated it would have to look for 
its money much more largely to 
the sheep, lamb, mole, rabbit and 
kindred people than to the 
handlers of the costliest garments. 

“This issue of publicity for the 
trade at large is not so much a 
matter of L.S.D. as of brains. A 
tiny spot of imaginative intelli- 
gence goes further in publicity or 
propaganda than a_ thousand 
pounds; although it would prob- 
ably pay the trade well to spend 
£1,000 in 1951 experimentally on 
public relations.” 


* * * 


HE allegation of being luke- 

warm towards advertising 
and publicity cannot, however, be 
levelled against our old friends, 
the fish friers. 

The National Federation of 
Fish Friers has for some time 
been a staunch supporter of col- 
lective advertising and has pro- 
duced a number of schemes. It 
realises that the trade is unable 
to copy the campaigns of large 
firms and advertise fish and chips 
on a national scale as the cost 
(about £100,000 per annum) 
would be beyond the means of the 
trade. 

According to Fish  Friers’ 
Review (January), however, the 
federation runs a national poster 
scheme, issues advice and sug- 
gestions for window displays and 
advises affiliated associations to 
place a full or half-page adver- 
tisement in local papers for joint 
advertisement. 

Now it is suggesting to the 
White Fish Authority that it seeks 
power to use the publicity depart- 
ment of the Ministry of Food and 


Sic months ago a pub- 


P.R.O. Or Ad. Campaign— 


The Furriers Aren’t Sure 


to seek the co-operation of the 
interests concerned with the fish 
industry, particularly the pro- 
ducers, for a publicity campaign 
in connection with the dietary 
value of fish, and with particular 
reference to cod. 

And Mr. Henry Morgan, 
N.F.F.F. president, states that a 
campaign of “Eat More Fish” 
may soon be launched by the 
trawler owners and the Federa- 
tion is confidently hoping that 
there will be a link between its 
schemes and those of the owners. 

* ~ * 
OR the first time since 1939 
the “Jaffas for Juice” slogan 
has reappeared recently, and 4 
double-page spread, in two 
colours, for these oranges and 
grapefruit appeared in the Janu- 
ary 13 issue of Fruit Trades 


Journal (which, _ incidentally, 
raised its price from 6d. to 9d. on 
January 6). 


Commenting on the Jaffas cam- 
paign, in the January 6 issue, 
Mr. T. D. Matkin, national secre- 
tary of the Retail Fruit Trade 
Federation, states that the plans, 
in addition to advertising, include 


By SCRUTINEER 


domestic equipment during the 
last decade.” 

One of his suggestions is that, 
nearer the time of the Festival 
opening, one counter or one 
corner of the shop should be de- 
voted to a range of “Festival 
merchandise available now"— 
surely the greatest selling story. 

* * *” 

HEN, in December, W. J. 

Bush & Co., Ltd., entered 
their centenary year, they invited 
many trade people, including 
editors of the trade and technical 
Press, to a luncheon (Food Trade 
Review, January). Each guest re- 
ceived a handsomely produced 
centenary album-diary which 
comprised a history of the com- 
pany; photographic record of 
personalities, establishments and 
plant; and a desk diary for 1951. 
Some 6,000 copies in English and 
600 in Spanish have been distri- 
buted to Bush customers and 
trade friends in all parts of the 
world. 

* * 

XAMPLE of vigorous (pri- 

vate) enterprise is given in 
The Sports Dealer. 


; WHOLESALERS USE STRIP AD. 

In his'researches last month our contributor found 

what he believes to be a “ first-timer”—a strip 
cartoon ad. from a wholesale textile house. 


retail propaganda in the form of 
window bills, price tickets and 
some very attractive banners 
printed in fluorescent ink. 

He adds that the South African 
Deciduous interests are shortly to 
issue some attractive showcards. 
“These are just two of the many 
campaigns planned for 1951.” 

” * * 


UGGESTION that retailers 

should take advantage now 
of the “free publicity”—that 
printed in the columns of the 
daily Press and in periodicals— 
regarding appliances selected for 
the official stock of the Council 
of Industrial Design for the 
Festival of Britain, is made by 
Mr. P. L. Pryer, display manager 
of Bentalls Ltd., Kingston-on- 
Thames, and late president of the 
British Display Association, in 
Domestic Equipment Trader 
(January). 

“Here is the opportunity,” he 
writes, “to show the progress of 
design both visual and mechani- 
cal in the manufacture of 


Mr. A. S. Jenkinson, of the 
Bath Road, Taplow, a leading 
caravan distributor, left on 
December 30 to take a “caravan 
circus” of British manufactured 
goods to the West Indies. 

Further, he is already planning 
to take later this year a “team of 
caravans” to the U.S.A., together 
with a wide range of British 
manufactures, “on the trail” from 
town to town and state to state. 
He will include in two caravans 
engineering products and textiles, 
hoping to net many thousands of 
pounds worth of orders for those 
firms whose goods he will exhibit 
and for his own caravans. 

* * * 


Gas & Toys (January) was 

a bumper number. The pre- 
view issue for the 1951 Harro- 
gate Toy Fair, it carried 268 
pages, plus cover, approximately 
45 of them being editorial. It 
quotes an article in the Financial 
Times in which toy firms over- 
came tremendous obstacles in ex- 
porting to America. 


One firm to which the F.T. 
paid tribute is D. Sebel & Co., 
Ltd., who in 1948 opened their 
U.S. subsidiary with only one 
account and who now do a very 
large business. 

It is stated that when the firm 
opened up they employed Ameri- 
can salesmen because “U.S. sales 
jargon bears little resemblance to 
other languages.” 

Next, premises were taken in 
New York’s toy district and 
large stocks were held for im- 
mediate delivery “because in the 
States the manufacturer must also 
be the warehouse man.” 

_ Advertising was mainly done 
in local papers as the cost of the 
nationals was too high, How- 
ever, they overcame this by shar- 
ing the cost of stores advertising 
and so were able to reach the 
public in the great cities. They 
were represented, too, in the big 
mail order catalogues and paid 
particular attention to packaging 
and style. 
* * * 
RE-WAR practice of certain 
jewellers offering “free 
gifts” with wedding rings appears 
to be returning, alleges a corres- 
pondent in British Jeweller 
(January). He deplores it and 
States that the prestige which is 
SO important a part in any 
jewellery business is bound to 
suffer by this sort of thing. Such 
schemes, he adds, belong to the 
past, and would be well forgotten 
in the sales technique of the pro- 
gressive jeweller. 
* * * 
TRIP cartoon advertising by 
Wilkinson & Warburton Ltd., 
Leeds, started in Drapers’ Record, 
and this is thought to be the first 
time this technique has been used 
by a textile wholesaler—there 
will probably now be many prior 
claimants! 

An unusual and commendable 
feature of the advertisements 
(others have appeared since) is 
that M. and W. do not advertise 
only on their own behalf but 
stress the advantages of trading 
with members of the Wholesale 
Textile Association generally. 

An ad. supplement which :s 
sure to be read (I should have 
written, closely inspected!) is 
that of Lastex Yarn and Lactron 
Thread Ltd., Leicester, in Janu- 
ary 27 issue of Drapers’ Record. 
It totals eight pages in full colour 
and depicts two samples of 
glamorous swimwear from each 


(Continued on page 232) 
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Advertiser's Announcement 


ADVERTISER'S WEEKLY 


“Style for Men” Launches 1951 Campaign 
“DRESSED FOR THE OCCASION” 


Men’s Clothing Advertisers and their Agents support this 


“*Style for Men’—the progressive trade journal of the men’s clothing and 
textile industry—is sponsoring a vigorous campaign to remedy the decrease 
“DRESS FOR THE OCCASION” is the theme of 


in men’s wear sales. 


this ambitious plan to encourage greater interest in clothes and to stimulate 


the sales of every type of men’s wear. 


In announcing the plan, the Editor 


of ‘‘ Style for Men” deplored the increasing slackness in male dress standards 
at a time when British women have never been smarter. He quoted as an 


flannel trousers and sweaters. 


.example the occasion when an Edinburgh first night audience attended in 
“Style for Men” intends to make 


““DRESSED FOR THE OCCASION” its principal theme for 1951 
and every member of the trade is invited to do the same. Various sales aids 
and other promotion matter is being made available for Manufacturers 
and Retailers and the whole scheme is receiving the widest possible 


publicity in the Press. Many Manufacturers, Trade Associations and The “Style for Men” cam 


Retailers have already indicated their approval of the campaign. 


How Manufacturers 
can take part 


All clothing Manufacturers who are 
also National Advertisers should 
instruct their Advertising Agents to 
incorporate the theme, ** DRESSED 
FOR THE OCCASION”, in their 
1951 campaigns. All Manufacturers 
who distribute point of sale pub- 
licity material to their retail cus- 
tomers should use the same theme. 
In their Trade Press advertising, for 
which “Style for Men” provides an 
ideal medium, they should indicate 
to the retailers and wholesalers their 
co-operation in the campaign and 
should tell them what help they may 
expect in the form of sales aids. It 
does not matter whether they are 
manufacturers of suits or socks, 
hats or shirts, ties or gloves—there 
is a correct garment for every 
occasion and the right accessories 
to go with it. 


What “Style for Men” 
plans to do 


There are many ways in which 
“Style for Men” will help manu- 
facturers, wholesalers and retailers 
to develop the theme during 1951. 
An attractive Style Chart will be 
inserted in each month's copy of 
“Style for Men”, showing the 
correct ensemble for every type of 
occasion. Reprints may be ob- 
tained cheaply, if required, for 
retailers to give to their customers. 
Photographs of well-dressed men 
will appear from time to time and 
will be available in enlarged size, at 
a nominal cost, for Window Dis- 
plays. Articles on Advertising 
campaigns based on the theme will 
be published during the year. 
Display experts will explain in 
**Style for Men” how retailers can 
make attractive and sales-bringing 
window displays. In these and 
many other ways “Style for Men” 


driye for greater clothes consciousness 


paign has already received widespread 


publicity in the National and Provincial Press. Above are illustrated 


a few of their comments. 


The Object: 


TO COMBAT THE 
CASUAL LOOK 


The Policy : 


REVIVING INTEREST 
IN CLOTHES 


The Theme: 


DRESSING FOR 
THE OCCASION 


will provide material to enable all 
members of the trade to derive the 
maximum benefit from the cam- 
paign. 


Increased reader interest 
in “Style for Men” 
creates Advertising 


Opportunity 

The widespread interest in the 
scheme by all sections of the trade 
will be of considerable value to all 
advertisers in “Style for Men”. 
This monthly trade magazine 
already has a wide circulation 
among the leading men’s wear 
retailers and wholesalers. As this 


scheme gets under way, more and 
more members of the trade will be 
reading it every month. Manufac- 
turers are advised to reserve their 
advertisement space early to ensure 


that they are well represented. 
“Style for Men” is published by 
The National Trade Press Ltd., 
Drury House, Russell Street, 
London, W.C.2. 


The trade welcomes 
“Style for Men” 


campaign 

Many letters have been received 
from Manufacturers, Trade Asso- 
ciations, Retailers and Advertising 
Agents expressing their enthusiasm 


for the “Style for Men” 1951 
campaign. This is what some of 
them say:— 


We have instructed our Advertising 
Agents to bear in mind your scheme 
when framing copy and layouts for 
our 1951 advertising”. 

Joseph May & Sons (Leeds) Ltd. 


**We are convinced that this is the 
best way of increasing hat sales”. 
Battersby & Company Ltd. 


**The Wholesale Trade with its exten- 
sive connections among the whole- 
salers and manufacturers will do all 
that it can to support your efforts”. 

The Wholesale Textile Associa- 
tion. 


“TI agree to the suggested publicity 
very much indeed”’. 

The National Federation of 
Merchant Tailors. 


“*This is definitely a step in the right 
direction and I wish you every 


“I shall be very glad to incorporate 
the theme in our advertising pro- 
gramme and in our window displays”. 

Hope Brothers Ltd. 


“I am very interested in the cam- 
paign outlined by you...1 will 
certainly endeavour to interest one 
at least of my clients in this concept”. 
ipa” Turner & Vincent Ltd., 


“** Dressing for the Occasion’ was 
discussed with our Clients, Messrs. 
Rego Ltd. ...we should be glad if 
you would keep us informed of the 
development of this suggestion’. 


J. Walter Thompson Co., Ltd. / 


Style for Men 
in the Evening 


~ STYLE. MEN 


A sales aid in every 
issue 


In each month’s issue of “Style for 
Men” there wil! be one of these 
style plates, which will show a full 
length figure and details of the 
correct clothes for many different 
occasions. Reprints will be avail- 
able for counter give-away pur- 
poses. 
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ADVERTISER'S WEEKLY 


RCN 


Ford 


MOTOR COMPANY LIMITED 
to Advertise 


THAMES 


COMMERCIAL VEHICLES 


Rumble, Crowther & Nicholas Ltd. 
use Food Manufacture because 
it reaches a wide variety of 
firms who are purchasers of 
vans and trucks. 


FOOD MANUFACTURE 


17 Stratford Place, London, W.1 
i eeetinnietiaeeansieneneeeanal 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


WE specialised monthly 

journal dealing with all 
civil engineering in which 
earth-moving and earth- 
moving equipment are in- 
volved—open-cast coal and 
iron ore, hydro-electric 
developments, land re- 
clamation, harbours and 


| Ltd.. Manchester; 


docks, coast defence works, 
river widening, canal con- 
struction, etc. 

MUCK SHIFTER 
and Public Works Digest 
is another publication of the 


UF 


MANUPACTURING CHEMIST 
PETROLEUM—FIBRES 
PAINT MANUPACTURE 


WORLD CROPS—ATOMICS 
FOOD MANUFACTURE 
CHEMICAL ENGINEERING 
POTTERY AND GLASS 
BUILDING DIGEST 
MUCK SHIFTER 


All published at 
17 Stratford Place, W.1 
Specimen copies on request 
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Co-operative Advertising 


For Machine Tools 


All forms of publicity and advertising — from photography 


to exhibitions — for the group of engineering firms com- 
prising Associated British Machine Tool Makers Ltd., are 
handled from a central office in London. Here is the story 
of how this service was inaugurated, and how it evolved 
under the guidance of one very versatile man. 


industry is of fundamen- 

tal importance to our 
economy, whether the emphasis 
be on exports or home trade. 
It is to be expected, therefore, 
that of all the industrial associa- 
tions one of the most vigorous 
and enterprising will be the 
Machine Tools Trade Associa- 
tion, within which the Asso- 
ciated British Machine Tool 
Makers Ltd. forms a powerful 
group. 

It was over thirty years ago 
that seven leading firms in the 
machine too! industry—the Butler 
Machine Tool Co., Ltd., Halifax; 
the Churchill Machine Tool Co., 
Kendall & 
Gent Ltd., Manchester; John 
Lang & Sons Ltd., Johnstone; J. 
Parkinson & Soa (Shipley) Ltd., 
Shipley; Geo. Richards & Co., 
Ltd., Manchester; and H. W. 
Ward & Co., Ltd., Birmingham — 
formed an association to render 
common services to each. To-day 
the association, occupying offices 
at 17 Grosvenor Gardens, Lon- 
don, continues to flourish. All 
the present members are founder 
members. 

Among the common services 
rendered by the association is ad- 
vertising and publicity, which is 
under the control of Will Lynch, 
A.M.LProd.E., A.R.P.S., who has 
come from engineering into ad- 
vertising by unorthodox but 
highly effective means. 


Tiss British machine tool 


Draughtsman 
With A Flair 


Starting as a draughtsman 
possessing more than a flair for 
editorial work and pictorial pre- 
sentation, he retains all the 
natural enthusiasm of an 
engineer. 

The case for co-operative ad- 
vertising is perhaps stronger in 
the engineering industry than in 
many others. Though it is true 


, that some powerful units in the 


industry have developed highly 
efficient advertising departments, 
in smaller firms advertising is 
often regarded as relatively un- 
important. Many of them, 
indeed, are too small to justify 
any kind of advertising campaign. 

Even when publicity is under- 
taken it is frequently entrusted 19 
a busy sales manager or, perhaps, 
to a draughtsman who has a flair 
for layout or other aspects of 
commercial art. 


The conflicting loyalties thus 
arising usually result in the rele- 
gation of advertising duties to a 
very minor place 

Recognising all _ this, 
A.B.M.T.M. entrusted to one man 
the responsibility ‘or looking 
after advertising both for the 
group as an entity and for each 
of the seven members. 


An Organization with an End in View 


“ “fact Sth Ne Tt fe = 
ain ost OFFick STREET CALCUTTA = 


A typical group advertisement 
from the A.B.M.T.M. journal, 
“British Machine Tool Engineer- 
ing. Phosographs used in 
advertisements are of- a_ high 
order, Mr. Lynch, the controller 
of publicity, being an A.R.P.S. 
and willing to take unlimited time 
and trouble to get the right shot. 


The policy of centralisation is 
indicated further in the fact that 
the major part of al! advertising 
undertaken by the association is 
through its own journal, British 
Machine Tool Engineering. Pub- 
lished quarterly on art paper and 
profusely illustrated with photo- 
graphs, the journal contains 
authoritative articles on new 
products and new _ utilisations. 
Its advertising space is open to 
all firms operating in this sphere 
whether or not they are members 
of the group. Members however 
are allowed one black and white 
page free per issue, but for any 
space in addition to this com- 
mercial rates are charged. Each 
member contributes substantially 
to the necessarily high editorial 
costs. 

This is an excellent example of 
how advertising can be directed 
to the very centre of the market. 
The articles published are of such 


(Continued on page 232) 
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Have youa 
product or 
Service to offer 
EXPORTERS ? 


If you have, you will find 
the advertising columns 
of The Merchant Ship- 
per invaluable in keeping 
‘our name before the 
port Managers of all 
the principal British 
Manufacturers. It is 
the monthl aper 
which keeps the xport 
Manager up-to-date with 
all the latest changes in 
export regulations and 
is a publication which is 
always being consulted. 
Your advertisement will 
be constantly before the 
individual who can use 
your product or service. 


* 


Specimen copy and advertising rates 
will be sent on application to : 


THE MERCHANT SHIPPER 


26-28 Billiter St., London, 
E.C.3 


Phone : Royal 5322 


Paint 


Oi] and 


Colour 


JOURNAL 


The oldest and best informed 
journal in the trade. Known all 
over the world. It is a journal 
with a personality, and because 
of that all the executives read it. 
Rate card & full particulars from 8 
Ludgate Broadway, London, E.C.4 
fe ee 
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“ke ELECTRO MAP 
Specially Designed Joh 
THE FESTIVAL OF BRITAIN 


ADVERTISER'S WEEKLY 


, JN SCALE IMPRESSION OF THE WHOLE 
MAP SHOWING - CAB/VET - ILLUMINATED 
= FESTIVAL SYMBOL -/LLUM/INATED MAPS- 


SPACE 
FOR 
ADVERTISEMENT 
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YOU HAVE HEARD ABOUT THEM, 
YOU HAVE READ ABOUT THEM, 
YOU HAVE ASKED ABOUT THEM 


—and now, in answer to your many enquiries, here are full 
details of the Four Giant ““ELECTROMAPS"' which are being 
hand painted for the ‘ ‘Festival of Britain’’ Exhibition and which 
will be prominently displayed at the main entrances to the 
Festival Gardens, so that the millions of visitors to the 
Exhibition will not get lost. 


The Maps will be in two parts—one showing the main 
items of interest at the Exhibition and the other displaying 
pictorially all places of entertainment, historic interest and 
‘public buildings in London's West End, all of which can be 
illuminated as required by the push-button system at the side. 


APPROXIMATE OVERALL SIZE OF WHOLE MAP 
4 Feet GInches HIGH 6Feet WIDE 


Now let us explain the (Unique) advertising opportunity 
that the ““ELECTROMAPS" offer. Each map will carry at its 
base, advertising spaces which will remain unchanged for the 
duration of the Exhibition, from May 3rd to November 3rd. 
Each space will contain, next to the Advertiser's message, a 
push-button anda number. When tne button is pressed the 
corresponding number is illuminated on the Map, showing at 
a glance the exact location of the Advertiser's premises. If 
these premises are not within the area covered by the Map, 
then we can arrange for a Slogan or Sales Message to be 
flashed onto the Map. Only one location or Sales Message 
will be shown at a time—in fact perfect Solus Advertising at 
a remarkably low cost. : 

The space available for each advertisement is 4 inches by 
2 inches, approx. and are £50 per space, inclusive of pin- 
pointing on Map. 

Please remember that space is very limited—so write to 
us to-day ! 

Apply for particulars of space available on over 400 
“ELECTROMAPS"' situated at Principal Hotels, Cinemas and 
Bus Stations etc., throughout the United Kingdom. 


inne 


ervice 


MANUFACTURERS 


2/ AND PRODUCERS OF THE “ELECTROMAP” 


LF 


BALLBROOK HOUSE, 9, BLACKFRIARS STREET, SALFORD 3, PHONE DEAnsgate 2936-7 
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=" A live readable technical 
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Advertising, reaching the firms 
that matter and read by Execu- 


TRADE & TECHNICAL Drie!) NC 


FesBruary 8, 1951 


CO-OPERATIVE ADVERTISING 


FOR MACHINE TOOLS 


authority as to make the Journal 
of immense value to engineering 
executives, technical colleges and 
all users of machine tools. 

Thus the advertising reaches 
the eye of really interested people. 
Effective circulation 1s ensured by 
periodical revision of the circula- 
tion list. Sixty-seven per cent cf 
the circulation, which varies 
from seven thousand to ten 
thousand, according to the im- 
portance of the issue, goes over- 
seas. 

Members of the association are 
not precluded from advertising in 
other technical journals but, in 
the main, their advertising in 
these media is prepared by the 
association on their instructions. 

A certain amount of prestige 
advertising is done by the group 
and among the media used are the 
Financial Times, the Times Trade 
and Engineering Supplement and 
the Recorder. 

The association undertakes 
distribution only of informative 
literature, upon the production 
of which it advises. 

All exhibition work is done 
through the Machine Tools Trade 
Association. The industry is of 
sufficient importance to justify its 
own exhibition, which is staged 
every four years at Olympia. The 
next is to be held in 1952. 
Americans, inveterate exhibition 
tasters, declare that the 1948 ex- 
hibition was better than anything 
of its kind they had ever seen. 

A.B.M.T.M. has agents in all 
important markets. They are 
authorised to advertise at their 
discretion and are, in fact, under 
agreement to allocate a certain 
Proportion of their turnover to 
publicity. 

Here again services are cen- 


(Continued from page 230) 


tralised, material being prepared 
on request at Grosvenor Gardens. 
Blocks are supplied and copy pre- 
pared, often in concert with the 
agent to ensure that local suscep- 
tibilities are not offended and 
local enthusiasms deferred to. 

An outstanding feature of the 
association’s journal is the ex- 
tremely high standard of its pic- 
tures. This is to be expected 
from Mr. Lynch, an A.R.P.S. and 
an expert judge of photographs. 
All the photographs used by the 
member companies are obtained 
under Mr. Lynch’s direction, and 
he has some interesting and im- 
portant things to say about tech- 
nical photography. 


Relevant, Forceful 
Photographs 


He employs a leading photo- 
graphic agency whose work is of 
the highest quality; but their 
cameraman would more often 
than not be at a loss to bring out 
the relevant points of machinery 
without an engineer’s advice. 

Mr. Lynch, with his knowledge 
of what a camera can do, as well 
as of machinery, is able to ensure 
that the pictures used by the as- 
sociation and its members are 
completely relevant and forceful. 

He aims to obtain photographs 
that need no retouching, for he 
is convinced that this gives them 
a more authentic atmosphere. 
Further, much time and patience 
are expended on this work. it 
is seldom a case of visiting a 
works for an hour or two for 4 
few quick shots. Days and, 
sometimes, weeks are expended 
in getting just the right presenta- 
tion angle. 


THE TRADE PRESS 


of fourteen manufacturers. The 
theme 


running throughout is 
“Styled with Lastex.” 

* - * 
PGOR view is taken by 
Edmund Horsman (in 

W. H. Smith & Son's Trade 
Circular) of publishers’ publi- 


city in 1950 to stimulate book- 
shop sales. 

“For, first and foremost, stands 
the humiliating fact that it is far 
from easy to remember much 
outstanding publicity from books 
at all: it looks sadly as though 
book publicity falls into the cate- 
gory of ‘unmemorable events,’ 
and it seems safe to assume that 


| 


the ordinary citizen reaches the 
end of the year, his head full of 
slogans for beer, banks and 
brassieres. But books? 

“Such memories as he has—if 


(Continued from page 228) 


any—come probably from films, 
the B.B.C., or a girlish gurgle 
from his library-minded wife.” 

But at the end of the article 
he relents sufficiently to put for- 
ward the opinion that the real 
work of the publicity goes on 
quietly. 

* x - 


NATIONAL Water Week is 
to be organised through the 
British Waterworks Association 
and individual water authorities, 
from June 2 to 9 (Journal of the 
British Waterworks Association). 
The message to be brought 
home to consumers is the vital 
importance of water to the lives 
and well-being of everyone, and 
that, apart from fresh air, it is 
the cheapest of all the essentials 
of life. The care taken by the 
industry to see that supplies are 
pure is to be stressed. 
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The two associated newspapers of 
the Express & Star perform valuable 
service in their respective ways. On 
Saturday nights during the football 
season over 130,000 people buy 
copies of the Sporting Star. It 
succeeds in satisfying the most 
ardent football enthusiasts through- 
out the Black Country and Shrop- 
shire for whom Saturday nights 
would be otherwise incomplete. 

The Wolverhampton Chronicle is a 
weekly newspaper which caters for 
the family circle. Semi-pictorial in 

_— character, it deals competently and 
a 9 2 comprehensively with all the news of 
Ae em ; Wolverhampton and the immediate 
: oS te districts. Its sales average over 
7. 7 30,000 copies a week. 

Both papers, incidentally, are 
popular and successful advertising 
mediums. Specimen copies and rates 
will |be forwarded with pleasure, 
upon application. 


EXPRESS « STAR 


The Paper with the Second Largest Provincial Evening Sale South of Sheffield 


HEAD OFFICE . WOLVERHAMPTON 


REPRESENTED IN LONDON BY C. P. R. CRANE, 44-45 FLEET STREET, E.C.4. { TELEPHONE CENTRAL 6820 
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MONTH 


JULY 4,103,383 | 4, 226, 411 


AUGUST 4,102,754 4,239,678 


a 


SEPTEMBER 4,103,030 4,240,203 


fj 


OCTOBER 4,073,727 4,218,439 


NOVEMBER 4,058,092 4,222,787 


DECEMBER 4,053,369 4,173,849 


. . . and greatest sale in A,B and C class 
National Daily Newspaper 
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Reviews Of New Productions 


COMMERCIAL FILMS 


Fesruary 8, 1951 


Sadler’s Wells Dance In “A Noble Film” 
About Wool 


PAUL NUGAT was moved to express ‘‘un-British enthu- 

siasm”’ after seeing ‘*The Dancing Fleece’’, the film about 

our wool industry made jointly by the Board of Trade and 
the National Wool Textile Export Corporation. 


BOUT once a year some- 
Avs conceives a prestige 

advertising film in terms 
so noble that one may be for- 
given for showing that un- 
British trait, enthusiasm. 

“The Dancing Fleece” is such a 
film, and a rare example of a suc- 
cessful venture in joint sponsor- 
ship. For it is the fruit of col- 
laboration between the Board cf 
Trade and the National Wool 
Textile Export Corporation, with 
help from other organisations 
within the wool industry. 

The film is a fantasy performed 
in ballet by the Sadler's Wells 
company. It tells the story of a 
woo! worker on a visit to a fair, 
who watches a peep show in a 
slot machine. One show inspires 
him to dream himself into the 
character of the chief puppet and 
representative of the woollen 
industry. 

The fashionable women who 


- wear the stylish finished garments 


appreciate nothing of their mak- 
ing. 

The worker decides to teach 
them a lesson. In a magical dance, 
he transforms them into sheep 
and the cycle of production 
begins 

The dances are beautifully 
photographed in long shot, as 
ballet ought to be, and are 
equally well sound recorded. The 
woollen fabrics show up to real 
advantage. 

On couturiers all over the 
world the advertising qualities of 
this film will not be lost, even 
though they are displayed with 
discretion. And to the public in 
their cinemas, the film is true 
entertainment and a feast for the 
eyes. 


Too Respectful 


To Mosquitoes 
NE of the more spectacular 
non-military campaigns of 
the last few years has been the 
extermination of the mialaria- 
bearing species of mosquito from 
Sardinia. 

“Sardinia Project” (running 
time 35 minutes approximately) is 
a fully documented record of this 
operation, which was financed out 
of Marshall Aid funds and en- 
listed many thousands of Sards 
in its execution. 

The film I found strangely un- 


moving, and I am led to suspect 
that Nucleus Film Unit were too 
closely briefed. The eye sees this 
battle of Science versus Insect at 
too respectful a distance. 

There is only one shot of a 
malarial victim lying shivering on 
the roadside; yet malaria has 
scourged the island for genera- 
tions. Some indication of the 
hopes of relief which the popula- 
tion must frequently have ex- 
pressed would have diluted the 
D.D.T. spraying with a touch of 
humanity. 

Still, the film 
well worth seeing. 


* Asphaltic 
Bitumen” 


J ie many uses of asphaltic 
bitumen in the modern 
world, from road surfacing to 
that thin layer between a sheet 
of corrugated paper, will interest 
many engineers, for whom the 
Shell Film Unit made this short 
film. Of particular concern to 
them will be the details concern- 
ing its production, storage, and 
versatility. 

In their latest Cinemagazine, 
No. 18, Shell include an item, re- 
vealing that motor cycle trials 
have found enthusiasts among the 
Malays. 

On their behalf, the Malayan 
Film Unit took “shots” of the 
Goeling Trials, which produced 
as many spills as We are accus- 
tomed to see over here. 


Pills For 
Every Tongue 


dle latitude in length allowed 
to film makers of advertising 
films supplying the independent 
cinemas was well demonstrated 
by S. Presbury & Co., Ltd., at a 
recent showing of some of their 
films. 

Outstanding among these was 
“Good News for Aspro,” showing 
how citizens all over the world, 
in every tongue, ask their 
shopkeepers for this pill. The 
news-reel treatment was most 
effective. Equally impressive was 
“A Box of Dreams” and “Going 
Ahead” for Meccano 

Among a variety of filmlets for 
Kiwi, Cadbury's Milk Tray, Dreft. 
Vim. Reckitt’s Bath Cubes. VP 
Ginger Wine, Cut Golden Bar, 


remains very 


In the Garden of Fashion the mill worker, who has been transformed 


into a couturier, creates new gowns for his models. 
the Crown Film Unit Production 
Harold Turner of the Sadler's Wells Ballet. 


A scene from 
“The Dancing Fleece,” starring 
The film, which is in 


Technicolor, has been made in praise of the products of the British 

woollen industry, and the story is told through the medium of ballet. 

All the dresses worn in the film are made from wool and have been 
designed and executed by Norman Hartnell. 


and Meccano again, the Gevaert 
colour used in the two last 
named ought to attract the atten- 
tion of advertisers. 


The Story 

Of Power 

HE Brush-Associated British 

Oil Engines Group of com- 
panies, Britain’s largest manufac- 
turers of diesel engines, are the 
sponsors of “Power,” made by 
the Film Producers’ Guild Ltd. 

The film is a travelling sales- 
man and will introduce to over- 
seas buyers unable to visit these 
shores the manufacturing pro- 
cesses and products of the five 
companies comprising the group. 

It opens with a brief historical 
resumé of the development of 
power from jhe earliest times, 
and carries on to introduce the 
early inventions of Charles 
Francis Brush, founder of the 
firm. 

As the prospective buyer is 
taken on a tour of each of the 
factories, he will be impressed 
with the craftsmanship which 
goes to the making of a wide 
range of engines. destined to pro- 
duce power for industry, agricul- 
ture, and transport 

The film runs for 30 minutes. 
Its commentary has been trans- 
lated into French, Spanish, and 
Portuguese. A most difficult film 
to compress, it was written and 


directed by Mr. Montgomery 
Tully with the economy of an 
expert on his subject. 


..C.I. Let Down 
Their Hair 


C.l. have borrowed : from 

+ Shakespeare’s Bottom in 
“A Midsummer's Night’s Dream” 
for the title and text of their 
latest agricultural film, “Good 
Hay Hath No Fellow.” 

No farmer will need telling 
that hay is an important crop. 
But most farmers will glean some 
useful information from the pros 
and cons of baling hay, tripoding 
hay, and stacking hay. A clean 
21 minute film, made by the 
firm’s own film unit. 

“Profit From Experience” is 
the story of a young farmer, one 
Bob Prater, struggling to make a 
dilapidated dairy farm pay. His 
efforts do not bring the results 
he deserves until he meets the 
good Samaritan from I.C.1. 

There follows some sound 
chemical advice on how to 
improve grassland, with conse- 
quently better milk yield. (Per- 
haps the Samaritan does not 
come from LC.I. The film leaves 
him an unattached figure, though 
deeply devoted to chemicals.) 

In an exquisitely coloured 
animated film entitled “Enter- 
prise,” LC.1. are to be congratu- 
lated for letting down their hair. 
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Colour Filmiets receive a 


tribute from Mr. Asher Loftus 


Managing Director of Accurist Watches Limited 


Mr. Loftus, in an advertisement 
in the Watchmaker and Jeweller 


for December, has this to say 
about Theatre Fublicity’s Colour 
Filmlets. 


es 


. .. here are two characters together 


with a ‘shot’ from the Accurist : 
filmlet, which runs for 12 seconds, 
‘At first this seemed an incredibly short : 
space of time to me— I could have : 


done with as many minutes! But when 


: 
it was finished I had to admit that ; 
it did everything that was necessary; it : 
puts over the Accurist message and i 


the local stockist’s name and address 


most effectively.” 


em aR 


Oem Seale agpET 


Mr. Loftus is one of many advertisers 


who have discovered that our Colour 


Filmlets bring life. movement and vitality 


r, . LQCAL STOCKIST NAME AND 
to their advertising message. In addition, b ADRS 59 ete 


the distribution of Colour Filmlets is so 
flexible that they can be used to 


cover the whole country, any part of T h e a t r e Sales and Production 
it, or tie up with intensive P u b " i c i " y Offices 
Film House, Wardour Street 


sales campaigns in selected 


districts without waste or overlap. Li m it e d eee Tae ee 
e 


The photographs are reproduced by courtesy a 
4 me a ruriet Winches Limited and of sole controllers of screen advertising for 


lesars. Everetts, their advertising agents. 
Odeon and Gaumont Theatres 
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THE QUALITY OF 16 mm. SOUND 


Because of technical considerations, 16 mm. sound reproduction is 

It is therefure necessary, as E. MITCHELL 

GREENWOOD explains here, to adopt special recording and dubbing 
techniques when films are being made primarily for 16 mm. release. 


inferior to 35 mm. 


the standard of 16 mm. 

sound is based on com- 
parison with that of 35 mm., as 
heard in the cinema theatres. 
Moreover, in sponsored film 
production it is quite common 
practice to produce on 35 mm., 
either for distribution in both 
sizes, or, as is often the case, 
for distribution in the 16 mm. 
size only; so that any discussion 
of 16 mm. sound quality is best 
done by comparison with 
35 mm. methods. 

It is fairly well known, how- 
ever, that there are certain tech- 
nical considerations which prevent 
the best 16 mm. sound ever 
reaching parity with that of 
35 mm. 

One of these is a limitation of 
the upper frequencies, the maxi- 
mum possible with 16 mm. being 
round about 7,000 cycles, whereas 
on 35 mm. they are in the region 
of 12,000 cycles. As a matter of 
interest, it may be noted that this 


f= all ordinary purposes 


limitation is due to photographic 
and not electrical reasons. 

This technical limitation is un- 
fortunate in more senses than 
one, for it has given rise to an 
alibi which takes the form of: 
“Well, 16 mm. is never as good 
as 35," and which is often used 
to justify acceptance of a lower 
standard than ts really necessary. 

Actually, 16 mm. is capable of 
excellent reproduction but “only 
just,” and this “only just” gives 
added importance to the follow- 
ing. 


Many Factors 
Affect The Sound 


The multiplicity of factors con- 
cerned in the reproduction .f 
sound from film has a consider- 
able bearing on tolerance. Be- 
cause of this multiplicity it is pos- 
sible to have some of these 
factors fall below perfection and 
yet only slightly affect the final 
result, Alternatively, should 
there be too many falling below 
the standard, the result will be a 
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serious deterioration of overall 
quality without any one particu- 
lar cause predominating. 

Quite often a film is produced 
on 35 mm. even though only 
16 mm. distribution is intended. 
Here it is quite common for a 
sponsor to judge the finished film 
on 35 mm. only. This is not 
really wise, as it is possible for 
a recording to be satisfactory on 
35 mm., and technically correct 
for both sizes, and yet not so 
good when heard on 16 mm. 

This is due to production re- 
quirements, one instance being 
the rate at which commentary is 
spoken. Occasionally the pro- 
ducer finds that the commentary 
has to be spoken rather quicker 
than normal so that it may fit the 
available picture. In such cases 
it may be found that, although 
sounding somewhat hurried, the 
words are distinctly heard on 
35 mm., but are difficult to follow 
when reproduced on 16 mm. 

Similarly, a producer, using 
mixed tracks, will often use pas- 
sages of music at a very much 
higher volume level than that of 
the speech and, in addition, he 
may also carry these passages on 
quite close to the commentary. 

These things are done for effect, 
but again it may be found that 
the result is satisfactory on 35, 
but that on 16 the commentary 
is indistinct. 

If this difficulty is recognised 
at the outset there is no reason 
why the artistic effort should 
suffer, providing that the cost of 
a separate dubbing for 16 is 
accepted, and the dubbing carried 
out during production. 

Even if this particular problem 
does not arise. should the film be 
destined for distribution in both 
sizes, then a special version of the 
35 mm. track with the upper 
range of frequencies emphasised 
should be provided. 


The “Tip-Up” 
Track 


On the other hand, should the 
film be for 16 mm. distribution 
only, then one corrected track will 
suffice. This “tin-up” track will 
result in a slight reduction of 
quality when used for 35 mm., 
but as the 35 mm. projection 
would be relatively unimportant. 
the cost of a senarate track could 
hardly be justified. 

The greatest advantage of 
16 mm. is its portability. Unfor- 
tunately. it is this asset which is 
responsible for many of 16 mm. 
sound problems. For example; 
the box type of loudspeaker is 
easily carried. but is very much 
less efficient than the exponential 
horn type as used in theatres. 


R.C.A. exponential and folded 
horn type speakers, as used in 
cinemas of approximately 2,000 
seats. The top horns are of the 
exponential speaker and take care 
of the higher frequencies, while 
the lower portion has the folded 
horn and deals with frequencies 
below 400 cycles. Height is 10 ft. 
overall, and weight 600 Ib. 


The greatest difficulty, however, 
arises from the varying acoustical 
properties of the halls which are 
used for 16 mm. film shows. It 
may be recalled that this article 
started with a reference to the 
quality of 35 mm. sound as heard 
in cinema theatres. Clearly, as 
the acoustical properties of such 
cinemas have been the subject of 
individual attention by architects, 
sound engineers, etc., they are 
naturally far superior to those 
halls used for 16 mm., which have 
to be accepted as they are. 

Some of these halls, such as 
concrete and steel structures with- 
out curtains, carpets, and wood 
fittings, are acoustically almost 
hopeless. Nevertheless, an en- 
thusiastic projectionist can do 
quite a lot to surmount some of 
the problems by improvisation. 
Such devices as draping blankets 
or other absorbent material at 
suitable spots often prove ex- 
tremely helpful. Another sugges- 
tion is that, generally, loud 
speakers should be kept posi- 
tioned as high as possible con- 
sistent with proximity to the 
screen. 

Possibly the ideal solution, ad- 
mittedly difficult under present 
building restrictions, would be for 
interested parties, such as spon- 
sors, film producers, film societies, 
public libraries and so on, to get 
together and provide permanent 
16 mm. theatres in large centres 
of population. These theatres 
would be available for showing 
all types of non-theatrical films, 
and to all types of audiences, and 
would be financed by subsidy, 
rental charges to exhibitors and 
admission fees, or a combination 
of all three. 


SEEN BY 750,000 
The film library of the Elec- 
trical Development Association 
distributed a total of 7.456 copies 
of E.D.A. films during the course 
of the year. It is estimated that 

750,000 people saw these films, 
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A good Investment of Capital 


The development of the Berlin economy has a 
rising tendency which will be accelerated when the 
political situation eases. The Berlin economy 
continues to require much capital, but the situation 
justifies the opinion that capital investment in 
Berlin is a good investment. The special corres- 
pondent of the London economic review ‘‘Statist’ 
reached this conclusion after a thorough study, of 


Berlin. 
@ Berlin, that most ‘‘interesting’’, most ‘‘danger- 
ous" city in Europe (to quote some of the names 
it has been given) will regain its importance also 
from the business point of view. Indeed, over- 
whelming proof of this was afforded by the 
Deutsche Industrie Ausstellung Berlin 1950 
(German Industrial Exhibition 1950). 
@ Berlin is once more on the map—active, 
industrious and keen as ever. It will fulfil its 
duty as the bastion against the red storm in the 
interests of Europe and of the free world. 
@ Contact with Berlin, its economy and _ its 
population is made through *‘Der Abend’’, not 
only the foremost evening paper of the city but 
also the most typically ‘‘Berlin’’ paper of all. 
‘Der Abend”’ mirrors the thrilling fluidity of the 
city. ‘Der Abend’’ speaks the language of 
Berlin and has thus won the hearts of its people 
and gained their confidence—that confidence 
which forms so important a basis fer the success 
of any undertaking. Therefore to every experienced 
advertising agent this bye-word appeals in all 
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Frankfurt is one of the most important industrial 
centres in Western Germany and the "Frankfurter 
Neue Presse” is the newspaper to get your adver- 
tising business. 

It combines the best Frankfurt newspaper traditions 
with a spirit of modern times. The "Frankfurter 
Neue Presse“ has won over as it's readers the great 
body of the buying public. It’s industrial and com- 
mercial pages are read throughout Western Ger- 
many and it is also the medium for announcements 
from the Frankfurt Chamber of Industry and 
Commerce 


land House” 140 Cromwell Rd 
Services and advice 
Frankfurt area 


are offered when 
A copy of the newspaper wil! also be sent on request. 


THRES POINTS: 
Circulation 2 
The “Frankfurter Neve Presse” 
has @ cireulation of about 10,000 — 
copies daily of which more than — 
100,000 go to permanent sub- 
scribers, 
highest 
subseribers in Frankfurt and 
the surrounding areas. 
Distribution 
Righty por cent of the circule- — 
tion is tead in end around 
Frankfurt. This means that the — 
great mass of readers is con- 
centrated in the iIncwstrial 
centre of Frankfurt and the 
imifediate industrial ~¢igh- 

rhaod. 

Prices of advertising 

The long established formula 
— one Pfennig per thousand 
readers — is now fully appli- 
cable for Sdvertising in the 
Frankfurter Neve Presse”. The 
price of DM 1,25 jor a 46 milli- 
meter line is in conformity 
with the power of the news- 
peper Wo reach the right public. 


The Advertising Agents in Gt. Britain of 
the "Frankfurter Neue Presse’ are: 
Albert Milhado and Company Ltd. "'Hol- 
London S. W.7. (tele: Western 3127). Their 
planning your advertising in the 
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Established five years ago 
as the American newspaper 
in Germany to set an exam- 
ple of good journalism and 
reliable reporting. Free of 
all local, economic or poli- 
tical ties, DIE NEUE ZEITUNG 
attempts to interpret inter- 
national thinking to the 
German people. A news- 
paper of international scope 
DIE NEUE ZEITUNG has the 
reputation of being a suc- 


cessful advertising medium. 
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WIDELY ALSO 


CIRCULATED DISTRIBUTED 
THROUGHOUT IN 20 COUN- 


WESTERN-GERMANY TRIES OF THE WORLD 


*. 


WESTERN-BERLIN- AUSTRIA: BELGIUM: DENMARK: ENGLAND - FRANCE-GREECE-HOLLAND 
ITALY: LUXEMBOURG-NORWAY- PORTUGAL: SAARLAND - SWITZERLAND: TURKEY - IRAN 
UNITED STATES OF AMERICA: ARGENTINA: BRAZIL-CHILE- MEXICO-SOUTH-WEST-AFRICA 


a are 


Please ask for Sample Copies and Advertising Rates 


Main Offices: Munich, Schellingstrasse 39 - Frankfurt/Main, Zeil 100 - Berlin-Dahlem, Lentzeallee 107 
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Dorland is one of the largest and 
most completely equipped Advertising 
Agencies for dealing with advertising 
problems in the whole of Germany. 
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We should weicome the opportunity to 
discuss your German advertising prob- 
lems with you. Write to us for more 


information. Dorland, Schiiiterstrasse 
41, Berlin, or Dorland Advertising Ltd., 
18/20 Regent Street, London, $.W.1. 


Dorland offices in Germany are located in Berlin for Western Berlin—in Diisseldorf 
for the British Zone—in Munich for the American and French Zones. 
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GERMANY 
The Federal Republic and Berlin 


DR. SCHLANGE-SCHOENINGEN, 
The German Consul-General in London, says :- 


‘Let us develop Anglo-German trade’ 


e was with great pleasure that | learned about their friends how surprised they were to see the 
the intention of Advertiser's Weekly to _ great strides Germany has made in the last two 
publish a Special Supplement devoted to the years, in spite of the awful destruction wrought 


Federal Republic of Germany. by the war. 
Since a German Consulate General was Germany has again a wide range of Mighly 
i established in London in the middle of 1950, we specialised goods to offer; on the other hand, } 


have done our best to promote closer economic she is willing to buy raw materials, foodstuffs 
co-operation between Great Britain and our own and special articles not only in the United 
country. It was a good augury when a new trade Kingdom but in the whole Commonwealth. 


agreement between our two countries was con- | sincerely hope that this Supplement will 
“y cluded in the summer of last year without undue contribute to the further strengthening of 
; difficulties. co-operation between the free countries of the 


Since then many German and British business- world. 
men have visited each other’s country and 


established valuable new contacts. On their a ’ 
return the British visitors to Germany have told (iLife * Mtl Le , 


CONTENTS 


A EUROPEAN TRADE STATISTICIAN Page A LEADING MARKETING EXPERT Page 
anal the many openings for increased trade which says ‘‘Don’t be content with odd sales”. Systematic 
the Federal Republic offers to the British exporter 4 cating le the tesy 00 success in the Gorman market ... i" 
Lt.-Col. R. H. STEVENS 
n—gi personal A SPECIAL CORRESPONDENT 
5 a eae Geena toon, for the discusses how the trade agreement and the removal 


benefit of business colleagues 5 of import quota restrictions have opened the door 
é F. C. URBACH ; ie, ‘ os goods 16 
ooo oo a WERNER SUHR . 
there i MH limitati n advertising space oe _ a 
4 and no waiting list... ga ie ge ae om ee ane yer in the < 
4 ALBERT MILHADO branded goods ee wie _— a Oe 
indicates some of the new ee in Germany 
available for the advertising of tish goods... eae 7 WILLY KOEHLER 
ARNO SCHOLZ director, Funkwerbung, R.1.A.S., Berlin, is convinced 
publisher of the ‘‘Telegraf’’, Berlin, describes the that commercial radio has become an indispensable 
gradual re-development of Berlin’s newspapers 5 medium to any comprehensive advertising scheme... 20 
since the war ... aes ook ed — ses seo 
HANS DURRMEIER WALTHER MATTHESS 
president, German Central Advertising Association, managing director, Dorland agency in Germany, 
outlines his association’s aims, and tells how data tells the romantic story of five years’ endeavour by 
on media coverage and circulation are provided... 8 a leading international agency ... ue oe ie 
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Germany a growing market 
for British luxury goods 


by A EUROPEAN TRADE STATISTICIAN 


USINESSMEN looking 
Be: foreign markets should 
not neglect the Federal 
Republic of Germany. The 
country contains a population 
of the size of France, and it is 
industrially highly developed, 
with the Ruhr as the centre- 
piece of economic activities. 
Western Germany offers many 
advantages to the British ex- 
porter. It has a “free” economy, 
that is to say there are very few 


}import restrictions and everybody 
can buy and sell what he likes. 


The social consequences are not 


too favourable; Western Germany 


has 
any 


than 
country, 


more unemployment 
other European 


except Italy, and the division be- 


tween a small minority of very 
wealthy people and the mass who 
can afford no luxuries is very 
deep. 


Big demand for 
consumer goods 


But these are internal affairs 


* which the Germans have to settle 


themselves. From the business 
point of view Germany can 
absorb a vast quantity of com- 
modities, ranging from raw 
materials to consumer goods and 
juxury articles. 

The German government 
pursues the same policy in res- 
pect of its external trade as its 
predecessors before Hitler. It is 


not much concerned with cover- 
ing the trade deficit; it relies on 
the fact that Germany is a large 
market and that exporters from 
all over the world want to trade 
with Germany. Therefore, the 
government puts the onus of 
financing the imports on those 
who are interested in selling to 
Germany. Nevertheless, efforts 
are made to increase German 
exports in order to make the gap 
smaller. 


Imports and exports 

are going up 

Table I shows that imports to 
Germany have increased by 
something like one-half between 
1948 and now; exports have 
more than doubled in the same 
period. In spite of this, German 
imports continue to exceed ex- 
ports and will go on doing so 
as long as no restrictions are put 
on German foreign trade. The 
Balance of Trade figures in Table 
1 show how large the gap still is, 


though it has become much 
smaller of late. 
Where do German imports 


come from, and what changes in 
supplies have occurred? Table 
Il gives a very interesting 
answer to this question. Two 
facts stand out quite clearly. One 
is the decline of North America 
as a supplier of German needs. 
North America means, of course, 
chiefly the United States; the 


I.—GERMAN FOREIGN TRADE: TOTAL IMPORTS AND 


EXPORTS. QUARTERLY AVERAGES 


| Imports | Exports | 
| Balance 
Period U.S. $ million | Index* | U.S. $ million Index* | of Trade 
1948 8,953 100 1,765 100 } - 2,188 
1949 5,619 142 2,822 160 2,797 
1950, Ist Quarter 9,924 150 3,564 202 — 2,360 
oo S28 5,283 | 134 4,219 | 239 — 1,064 

*1948 100 


Il.—GERMAN IMPORTS 


BY WORLD REGIONS. 


PERCENTAGES 
| lst Quarter | 2nd Quarter 

Region | 1948 | 1949 1950 | 1950 
North America a 57 | 39 21 18 
Central America \ 5 | 2 1 1 
South America 3 5 4 8 
North Western Europe | 27 29 ' 42 | 42 
Southern Europe | 2 | 7 8 | 5 
Eastern Europe 1 | 5 4 | 4 
Middle East ey ig 1 2 | 3 
Other Asia. | 1 } 6 6 | 6 
Oceania 1 3 4 | 5 
Other Africa ... 2 4 x \ a 
Total ... 100 | 100 100 | 100 


Ill.—-BRITAIN’S MAIN EUR 
GERMANY. PERCENTAGE 


Fepruary 8, 1951 


The new German Republic 
is a natural trading area for 
the countries of north-west 
Europe. Fewer goods are be- 
ing imported from America, 
and there is a golden oppor- 
tunity for the determined 
British exporter. 


OPEAN COMPETITORS IN 
OF BRITISH EXPORTS TO 


GERMANY 
| 
lst Quarter | 2nd Quarter 
Country 1948 1949 1950 feo 
Holland 26 213 325 308 
Belgium-Luxembourg 31 | 244 105 71 
France 55 | i44 131 | 200 
Sweden 23 | 160 156 } 128 
Italy : 17 172 14 | 92 
Great Britain ' 100 100 100 | 100 
Denmark | 8 90 123 | 87 
Switzerland ... | 18 122 102 80 
Norway... . 5 57 46 | 52 


I1V.—BRITISH IMPORTS FROM, AND EXPORTS TO, 
GERMANY: MONTHLY AVERAGES 


Imports Exports | 
= " | Balance 
Period £ million | Index* | £ million Index* | of Trade 
1947 | 100 2-33 100 +0-73 
1948 153 2-60 112 +0-14 
1949 | 194 2-80 120 —0-32 
1950, Ist Quarter | | 199 4:37 188 +116 
é 2 we ; 222 3-44 148 —0-14 
<a -~ 4 38% 237 4-44 191 +0-62 
» October ... 3-14 195 | 5-24 225 +210 
*1947 = 100 
fantastically high percentage this country to Germany were 
shown for German imports, delivered under the Marshall Aid 


especially during 1948, was the 
result of Marshall Aid. These 
cannot be counted as commercial 
imports. The decline of these 
percentages is remarkable—from 
well over half of all imports in 
1948 to less than one-fifth in the 
latest period under consideration. 
This is a measure of the recovery 
of the German economy. 

Hand in hand with the decline 
of American imports goes the 
rise in the share taken by the 
countries of north - western 
Europe; this part of the world, 
inclucing Great Britain, is the 
natural trading area for Ger- 
many. It is a sign of the recovery 
of the O.E.E.C. countries that 
their trade with Germany should 
have improved so enormously in 
so short a time. 


Britain has lost 
leading position 


British exporters interested in 
the German market should watch 
the countries which are our 
largest competitors for the Ger- 
man market. Table III gives an 
indication of their trade with 
Germany. 

The table shows that Britain 
had no serious rival for the 
German market in 1948, when 
most of the goods going from 


Programme. But 1949 shows 
quite a different picture, with 
Holland and Belgium exporting 
more than twice as much to 
Germany as did Britain. Italy, 
Sweden, and France each ex- 
ported much more than Britain. 


Energetic attack could 
win the market 


The figures for 1950 show that 
the two main competitors of 
Britain are Holland with three 
times, and France with twice as 
many exports to Germany com- 
pared with our own efforts. But 
the table also shows that the 
position is still fluid, and that an 
energetic attack on the German 
market can bring large gains to 
the country which embarks on 
an effective selling campaign. 

That Britain has been trying to 
do so can be seen from Table 
IV. Between 1947 and October 
1950, British imports to Germany 
more than doubled; however, 
much more could be done. 

While British exports to Ger- 
many increased, imports from 
that country also rose. However, 
these imports were generally 
smaller than the exports, with the 
result that the balance of trade 
with Germany was usually 
favourable. 


yeh § ae eo nee oe TORII Sg ea a RS ce Fe a nd 
: 
SS — 4 acememnes 
cf 
i ‘ . 
{ 
- ’ 
ci 7 } - 
. 
_ ee 
- , 
1 | 
———— re | 
a —— ——— 
ee 
| Se 
| 
| me 
. ee 3 
_ = 
| Sat 
| 
Fe : 
ee 
| ee ; 
2 Nee, ee 4 
m bi 
iy 4 
") oe 
rf 
> Be 
CE) ia 
; Se 
: a 
s : 
ie 
% a ; 
. . aos ———— 
i‘ a 


Fepruary 8, 1951 


Through an Englishman’s eyes 


A soldier turned 


businessman looks 


Germany 
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Der Va 


at Western Germany to-day 


ET there be no mistake 

about it, Germany — the 

German Federal Republic 
—is rising and rising with speed, 
vigour and good health from the 
ruins of war. 

In every way—economically, 
politically and in the field of 
social and ethical readjustment— 
this resurrection is apparent. 
Whether we like it depends, of 
course, on whether we believe 
that Germany has a part to play 
in the construction of a free and 
prosperous Europe and on the 
extent to which we are influenced 
by the fear of any resurgence of 
German “militarism” and desire 
for revenge or world domination. 

On my recent visit to Germany 
I attended the opening ceremony 
of the Niirnberg Export Union’s 
exhibition; basking (falsely) in the 
sunshine of my somewhat august 
host, I was at once surrounded 
by people full of enthusiasm and 
confident determination about the 
future, intensely proud of their 
present endeavours and eager to 
bring the fruits of their labours to 
my notice—and to sell them io 
me! Ina short hour I could have 
bought a rail-cum-road bridge a 
mile long, toys to delight every 
child’s heart (and every parent's 
pocket!), machinery, electric ap- 
pliances of every description, 
from ingenious labour-saving 
devices of real industrial value to 
the most decorative and charming 
frivolities, boots, shoes, clothes, 
furniture, plastics or motor cars. 

All this is being achieved under 
extremely difficult physical condi- 
tions, Factories are rising, quite 
literally phoenix-like, from the 
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Of a country as well as of indivi- 
duals, personal 
important to the businessman. This 
is especially true when one is con- 
cerned with an ex-enemy country 
such as Germany. 
man’s personal reactions to what he 
found in Germany to-day. Lt. Col. 
R. H. STEVENS, who recently 
represented ADVERTISER’S WEEKLY 
on business in Germany, will be 
remembered as the central figure in a sensational 
Gestapo kidnapping in the early days of the war. 


twisted devastation of their sur- 
roundings; mewspaper presses 
hum in a basement, staffs work 
on a ground floor, surmounted by 
the fringe of grim and distorted 
ruin above them. But week by 
week the work of reconstruction 
creeps upwards and onwards, the 
debris is cleared, and yet another 
storey is added to the growing 
edifice. 

Work and progress would be 
impossible under these conditions 
without the will; and this brings 
me to the mainspring which gives 
impulse to the whole movement. 
The German nation is working; 
it is not only working as hard as 
it can, but it also takes intense 
pride in its handiwork and derives 
great happiness from its labours. 
Work begins as soon as God gives 
man light enough to go about his 
lawful occasions, and it continues 
throughout the day. When dark- 
ness falls and the shops close, and 
the streets become less crowded, 
it continues in another shape— 
armies of workmen taking over, 

working deep into the night 
mending railway tracks, roads, 
pavements and buildings; and it 
continues throughout the week. 
Only Sunday is a day of complete 
and well-earned rest. 

Mention is made elsewhere in 
this Supplement of the impor- 
tance to business of personal con- 
tact with one’s foreign business 
associates. General political rela- 
tions, I submit, are of at least 
equal importance. 

Even the briefest of visits to 
Berlin, where personal relations 
have ripened swiftly in the forc- 
ing-house of common danger and 


impressions are 


These are one 


common aims, will quickly afford 
an irrefutable example. 

In Germany, the British busi- 
nessman is assured of a friendly 
and courteous welcome. I was 
warned by my Berlin friends that 
I might well meet with a cooler 
reception when my tour took me 
into the Federal Republic. They 
were wrong; courtesy and a desire 
to be friendly from the personal 
angle and helpful in business were 
universal—and nowhere more so 
than in Munich and Niirnberg, in 
the heart of that notoriously blunt 
land plain-spoken country, 
Bavaria. 

It was my good fortune to meet 
a host of people of all sorts, from 
Cabinet Ministers to the ordinary 
man in the street, and it was most 
interesting to try and distil the 
essence of a public opinion which 
seemed unanimous to a remark- 
able degree. 


Prosperity the 
national aim 


At the end of the war there 
were some millions of German 
prisoners of war in our hands, 
and every second man you meet 
between the ages of about twenty- 
five and fifty-five has been a 
prisoner with us or with the 
Americans. Over the glass of 
evening beer conversation flows 
easily.... 

“I was a prisoner of war—with 
the British.” 

“So was I—with the Germans.” 

“Really? Well—I can only 
hope that our people treated you 
as well as your chaps treated me.” 

“Well—as a matter of fact I 
was unlucky. I fell into the hands 
of the Gestapo.” 

The average German is, in my 
opinion, in a chastened mood. He 
is ashamed of the many inhuman- 
ities which were committed in 
his name and which so _ be- 
smirched the repute of the Ger- 
man fighting forces; and he is 
eager to convince you that in wish 
and deed he was no party to it all. 

The erstwhile crusaders, who 
had been inspired by the false 
doctrines and historical distor- 
tions upon which they were reared 
in their early teens from 1933 to 
1939. have been transformed into 
disillusioned, and sometimes 
rather bitter, young men; and the 
more reasoned opinions to which 
so many Germans of the older 


Sennsbend Sonntag 28 29 Okicher 1958 


Erinnern Sie sich noch 


an Mr. Stevens? 


der angeblich das Attentat aul Hitler loarenierte 
Porerrbrintetion oe Mando am 8 Nevemner von 


The author was headlined on 
his return to Germany: ‘The 
great little visitor’; ‘A Mr. 
Stevens of London’; ‘Do you 
still remember Mr. Stevens, the 
man who was said to have 
organised the attempt on 
Hitler’s life?’ 


generation had always held fast 
have once more prevailed. 

With one voice they beg: 
“Believe us. All this darn non- 
sense about Herrenvolk, racial 
purity and world domination and 
so on has long since been recog- 
nised for the pernicious poppy- 
cock that it is. All we want is the 
chance to live as decent and > 
ordinary people in security and 
at peace with our fellow men.” 

Politically, the scene, to the 
British eye, is somewhat confused, 
for there are so many parties in 7 
the field. One fact, however, © 
emerges: Except for the Com- } 
munist party—as discredited in = 
the Federal Republic at it is in H 
Britain—the goal of all parties « 
is the same. They all wish to see § 
Germany once more prosperous, 7 
a contented and accepted member ~ 
of the comity of natjons, and it 
is only over the means to this end § 
that they differ. f 

The question of German re-7 
armament and participation in the 
defensive structure of Western 
Europe is a burning topic of the) 
moment, and here again opinion” 
is remarkably unanimous. Among” 
the young and embittered) 
veterans of the last war there) 
exists a measure of that same 
academic disapproval of war as) 
had manifested itself among some? 
of our own rising generation; but” 
there is little doubt that the re- 
actions of young Germans, when 
the real need arises, will be 
exactly the same as were those of 
our own youth. 

In general, the truly appalling 
consequences of possible Russian 
domination are obvious to all, 
and the vital necessity of German 
contribution to defence is clearly 
recognised and readily accepted. 
But Germans are most anxious 
that their participation should be 
recognised by the western world 
as a duty and a sacrificial contri- 
butien to a vital commen cause. 

German idiom, more delicately 
Perhaps than English, chooses the 
nose rather than the belly as the 
symbol of disgusted satiety. “We 
Germans.” I was told repeatedly. 
“have had a nose-full ef war. 
But if the people in England thimk 
they are doing us a faveur in 


(Continued on page 7) 
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Space for all—no waiting— 
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in provincial dailies 


information about the 
German Press is quite 
natural considering the fact that 
Western Germany alone occu- 
pies an area of 95,650 square 
miles and has a population of 
over 47 million. (Eastern Ger- 
many, with an area of 41,380 
square miles, has 17 million 
inhabitants). 
Two developments make it 
Knowieda to have some detailed 
Kn 


Ts growing demand for 


owledge about the German 

ess—the expansion of foreign 
trade and the total change of the 

ess since 1945, now number- 

g again over 1,000 newspapers 

nd no fewer periodicals. 

Opinion about Germany may 
differ greatly, as it does about 
every country, but on one point 
‘at least it is unanimously agreed 
that she is once again regarded 
throughout the world as a land 
of great economic possibilities. 

Businessmen and economists 
from many countries are again 
visiting Germany, and the impor- 
tance of the German trade cannot 
be underestimated. With ever- 
growing industrialisation she is 
lependent upon foreign countries 
‘both as buyer and as customer. | 

Germany imports food in 

particular, also mineral oils, 
rubber, zinc and raw tobacco. 
_ Among the imports of raw 
‘materials, textiles take the lead. 
Next to cotton and wool the 
demand for hides, skins, iron 
‘ores has mounted considerably. 
In addition there are numerous 
other goods indispensable to 
Germany. 

On the other hand, Germany 
produces and exports coal and 
coke, chemical and pharmaceu- 
tical products, paper and paper 
wares, machinery, cars, electro- 


by F. C. URBACH, 


Director, F. C. Urbach, International 
Advertising Ltd., London 


There are few national 
Germany—most towns of 


newspapers in Western 
any size have their own 


dailies. These provincial journals offer unique service 


as an advertising medium. 


Their special local appeal 


makes them ideal for the intimate advertising message; 


they have the complete confidence of their readers. 


technical products, cotton and 
wool textiles. Among the indus- 
trial groups the iron industry 
occupies a special position. 

The trade discussions which 
have recently been concluded 
between the United Kingdom and 
Western Germany are a step in 
the right direction to increase the 
exchange of goods between the 
two countries. The market can 
be won by those who approach it 
properly, and that means using 
the German Press. The problem 
is to select the-best- media. 

After the second world war it 
was decided by the Allied 
military authorities to introduce 
a licence system. Well-known 
newspapers such as_ Berliner 
Tageblatt, Vossische Zeitung, 
Frankfurter Zeitung, and Ham- 
burger Fremdenblatt have dis- 
appeared. 

At present there are few publi- 
cations covering the whole of 
Western Germany. Most readers 
are bound to their local Press. 

The central body of the 
licensed Press is called Gesamt- 
verband der deutschen Zeitungs- 
verleger (Central Association of 
German Newspaper Publishers). 
This body represents approxi- 
mately four-fifths of the total 


circulation of all German news- 


papers. 

At the end of 1949 the Allies 
permitted the “old” publishers— 
who are mostly not dependent on 
outside printing, whereas the 
licensed publishers mostly do not 
have printing presses of their own 
—to resume their publications. 
These total between 400 and 450. 

The old publishers’ association 
assumed its old name, Verein 
Deutscher Zeitungsverleger, and 
the scene changed rapidly as 
fierce competition began. In 
the battle for circulation a 
number of papers adopted 
schemes such as offering free 
insurance. This kind of thing 
may soon be abolished, however. 

The result, so far as can be 
ascertained at the present time, 
is that the old publishers represent 
medium-sized and _ provincial 
small-town papers. On the 
whole, however, it can be stated 
that a certain degree of stabili- 
sation has been achieved. 

Before the first world war 
there were 33 cities of more than 
100,000 inhabitants in the whole 
of Germany, as against 48 in 
Western Germany to-day. In no 
other part of Europe, with the 
exception of the industrial 


HOW GERMAN NEWSPAPERS COVER THE BIG TOWNS 


Number and names of cities with populations of 100,000 | Approximate number 
or more: 


of newspapers: 


BRITISH ZONE OF G' 


ERMANY 
is composed of four political divisions, i.¢.: The | 30 Aachen, Bielefeld, Bochum, Braunschweig, Celle, 400 
Laender: Nied Nordrhei Wesfalen, d, Di idorf, Duisburg, Essen, Flensburg, 
Ss rig/Holstein, Hamburg Gelsenkirchen, Hagen, Hamburg, Hanover, Herne, 
Kiel, K6in, Krefeld, La burg, Liibeck, Miilh 
Manchen-Gladbach, Minster, Oberhausen, Olden- 
burg, Osnabriick, Remscheid, Solingen, Wilhelms- 
haven, Wuppertal-Barmen 
ag ee A political divisions, i.c.: The | 16 Augsburg, Bremen, B: h Essli Frank 450 
our ice.: ¥ . = fi 
Laender: Bayern, Hessen, W lirttemberg Baden, fare Main, Firth, Heidelberg, Karlsruhe, Kassel, 
Bremen Mannheim, Miinchen, Nurnberg, Regensburg, Stutt- _ 
gart, Wiesbaden, Wiirzburg } 
FRENCH ZONE OF G | me 


ee ee ee 
1.¢.: . 

Laender: Baden, /Pfalz, Wirttem- 

berg/Hohenzollern 


t 


districts of England, do big cities 
lie so close together as in the 
Rheinisch-Westphalian industrial 
district, the centre of iron and 
coal production. 

A few facts about newspaper 
ownership: There are indepen- 
dent newspapers and party organs 
belonging to the main political 
parties C.D.U. (Christian Demo- 
cratic Party), S.P.D. (Labour 
Party), etc., and nowadays there 
are only a few large papers still 
being published by the occupa- 
tion authorities. However, the 
German Press is for the most part 
privately owned, contrary to the 
time before Hitler when four 


newspaper concerns existed: 
Mosse, Ullstein, Huck, 
Hugenberg. 


_ Daily papers appearing six 
times weekly comprise up to 24 
Pages, provincial dailies have 4 
to 12 pages. The newsprint 
position has, however, deterior- 
ated and there is also a steady 
increase in newsprint prices. 

Advertising rates, which are 
sometimes considered high, are 
justified by circulation figures. 
Disvlay advertisements have in- 
creased considerably while good 
numbers of classified ads. are 
still carried. 

There are no standard sizes. 
but most dailies have adopted a 
column width of 22 mm. or 
46 mm. Discounts, usually only 
obtainable when contracted for 
in advance, are calculated on the 
turnover within one year, or «s 
follows: for 3 insertions 3 per 
cent. 6 insertions 5 per cent. 
12 insertions 10 per cent. 26 


insertions 15 per cent. 52 inser- 
tions 20 per cent. 
Publishers and advertising 


agents do not accept cancella- 
tions of advertisement contracts 
so readily as in Britain. There is 
usually no limitation of advertis- 
ing space, and generally no 
waiting list. 

German periodicals show 
greater variety and more develop- 
ment than the newspapers. Their 
central organisation is Verband 
Deutscher Zeitschriftenverleger 
(Association of the German 
Publishers of Periodicals) with 
about 600 members. 

There are far more trade and 
technical journals, _ illustrated 
papers, women’s and juveniles’ 
magazines, scientific and religious 
publications. Rivalry is fierce 
and many of these journals have 
ceased to appear. Others have 
reached a very high standard, and 
compare favourably with trade 
papers of other countries. 
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Pepruary 8, 1951 


New papers have emerged in 
post-war west Germany... 


T surprises me how many 

people in Britain, especially 

those connected with export 
advertising, are totally ignorant 
of advertising in Germany and 
of German newspapers and 
periodicals. 

In 1951, a completely changed 
Germany reveals a completely 
changed newspaper worid. Such 
famous pre-war newspapers as 
the Frankfurter Zeitung, Vos- 
si:che Zeitung, and many others 
whose names were as well known 
as the Times or the Daily Tele- 
graph, either no longer appear, or 
appear under new names, and 
have largely lost their influence, 
circulation and value as adver- 
tising media. 

Germany's newspaper world is 
completely different both from 
the one we knew in 1939, and 
from that of the immediate post- 
war per.od, when papers which 
were totally unknown before sud- 
denly had unbelievably large cir- 
culations. But everything eventu- 
ally settlkd down, and the 
newspaper situation has now 
stabilised itself. Circulations are 
normal again—no astronom cal 
figures, but back to the pre-war 
100.000 or 200,000. 

One of the most important 
facts to consider is that there are 
in the country of Adenauer no 


national newspapers as we know 
them in Britain. Each region has 
its own newspapers, with circu- 
lations varying from 25,000 to 
over 200,000. 

You could not use two papers 
and no more (as for instance the 


by ALBERT MILHADO, 
Director, Albert Milhado & 
Co. Ltd. 


Daily Express and the Daily Mail 
in this country), but would have 
to choose a separate medium for 
each town, perhaps two or three 
papers in each regon. And as 
German advertising rates, com- 
pared with ours, are not low, 
every advertising campaign in 
Germany requires a considerable 
amount of money. 

The leading German news- 
papers have several editions. For 
example, the Hannover:che 
Presse has 25 different editions 
each day, the Kdélni:che Rund- 
schau eight editions. Each edition 
has at least eight pages and it is 
clear that German newspapers, 
though there is shortage of news- 
print, use considerably more 
paper than the restricted dailies in 
this country. 

One can advertise in any one 
edition, or in all editions com- 


.-. and in Berlin 
by ARNO SCHOLZ, 


Publisher, ‘Der Telegraf’, Beri'n 


HE re-development of 
Berlin's newspapers fol- 


lowing the war was a 
gradual process. 
When the Americans, British 


and French entered the city they 
published in their sectors news- 
papers which abstained from 
partisan comment, merely giving 
information. 

As early as September 1945 a 
licence was given to the Tage- 
spiegel, and the Americans con- 
sidered the task of their paper, 
the Allgemeine Zeitung, as being 
completed. The British-licensed 
paper Der Berliner was discon- 
tinued in May 1946. The Telegraf 
had then been appearing for two 
or three months. 

In the French Sector the Kurier, 
first Berlin evening paper, had 
been established. The Volksblatt 
covered the Spandau district. 

Apart from these four journals, 
a series of papers close to polliti- 
cal parties developed—Der Tag 
pleading the cause of the C.D.U., 
Das Montags-Echo being a 
mouthpiece of the F.D.P., and 
the Berliner Stadtblatt speaking 
for the Socia] Democratic Party. 

Even this range of newspapers 
did not satisfy the demand for 


news, and other publications soon 
appeared. 

Publishers did not find it easy 
to get the necessary equipment 
and newsprint. And it was no 
less a problem to get the right 
kind of editorial staff. Soon after 
these difficulties had been sur- 
mounted, the blockade began, 
and all the raw materials of pub- 
lishing—paper, ink, colours, 
chemicals, zinc—had to be 
brought in by air. 

When the barrier was lifted at 
Dreilinden and the autobahn was 
free again, the Berlin editors 
thought they could breathe freely. 
But the most bitter pill had yet 
to be swallowed. It was true that 
Berlin was inundated with all 
sorts of goods, but the lorries 
returned empty. More and more 
money drained away from the 
city and the army of unemployed 
increased daily. 

The small expenditure on a 
subscription to a newsvaper was 
the first to disappear from the 
family budget. The Berliner, 
hunery for newspaper reading, 
had to confine himself to buying 
a Sunday paver only. That is 
why the Sunday circulation of 
West Berlin papers is much higher 
than on week-days. 


bined. In the latter case, even for 
a classified advertisement, the 
advertiser often receives sixteen 
8-page edit.ons—that is to say 
voucner copies totalling 128 
pages. : 

As for the weeklies, Germany 
has the only Continental paper 
with more tnan a million circuia- 
tion. This is the German “Radio 
Times” Hor Zu, publi:hed by the 
famous Hamburg firm Axel 
Springer, who also publish the 
Hamourger Abenabilait. 

Outstanding feature of the 
many illustrated weeklies in Ger- 
many is the great number of ad- 
vertisements directed at women 
readers, advertiiements that in 
this country are usually found in 
women’s journals. Apparently all 
illustrated weeklies have a strong 
women’s appeal—much stronger 
than the appeal to men. This is 
shown by the advertisements, 
which are usually a good baro- 
meter of readership. 

Finally there are the technical 
journals, many of them as well 
edited and produced as before the 

; war. Among the technical media 
there are old friends, which in 
1946 emerged out of the chaos of 
war stronger than ever. 

When consdering Germany's 
newspapers and periodicals as 
advertising media you must not 
forget that an entirely new situa- 
tion has arisen, So when you 
want advice on the position in 
that country, it is vital that you 
obtain it from someone who has 
been in Germany recently and 
who has made it his job to know 
something of the advertising 
world in that country—a country 
which has so completely changed 
since 1939, 
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| ENGLISHMAN’S | 
: EYES 


(Continued from page 5) 


‘restoring to us our nice army, 
they are making a tragic mistake. 
Never, never again do we want 
to see the old, swashbuckling 
Germany army, with its domin- 
eering, sabre-clanking officers and 
its intolerable intolerances. In 
your country your Armed Forces 
have always been, as it were, 4 
species of insurance for the safe- 
guarding of your vital interests.” 
To the immediate and very 
natural question: Twice in a 
generation has Germany upset the 
apple-cart—if we put her on her 
feet again, what guarantee have 
you that she won't do it a third 
time? The only honest answer 
is: None—you have no guaran- 
tee; but equally, I think, you 
have no choice but to risk it. 
Geographically Western Ger- 
many lies unalterably at the point 
of balance between West and 
East. Strategically, politically and 


economically she completes the 
pattern of West European demo- 
cracy. 

German recovery will be 


neither easy nor swift. Food is 
abundant and_ reasonable in 
price, the cost of living compares 
favourably with thet in Britain. 
But State expenditure on recon- 
struction alone is enormous; to it 
may well be added the cost of 
future rearmament. Wages are 
low, production already exceeds 
the internal purchasing power of 
the country, and export, there- 
fore, is of as vital importance to 
Germany as it is to Britain. By 
its mature, they say, trade can 
never be a one-way traffic; and it 
is for this reason that German 
business and industry attach such 
high hope and importance to the 
Anglo-German trade talks as a 
vehicle of much promise, 
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Ca 


the background, the Krupp blast furnaces at Rheinhausen hel 
provide the basis for reviving industry, more work and greater 
purchasi 


Pressebilderdienst Photo 
Germany is reviving . . . Traffic is busy again on the Rhine—and, in 


ng power. 
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stigation of the Branded 

Goods Association (the 
organisation of the manufac- 
turers of branded goods), repre- 
sentatives of national adver- 
tisers, the various associations 
of advertising media, the adver- 
tising agencies and the adver- 
tising consultants and artists 
met in Wiesbaden for their first 

corporate consultation. 

It was obvious that, with adver- 
Mising activity resuscitated follow- 
Jing currency reform, some form 
of organisation was essential. 

The renewal of any compul- 
sory measures, such as had been 
imposed during the years 1934- 
11945 by the Advertising Council 
‘of German Industry, was gener- 
ally rejected. It was uanimously 
agreed that the basic principles 
‘for the smooth running of the ad- 
Vertising business must be built 
‘on a voluntary foundation. 

A plan was adopted for the 
¥etting up of an institution, which, 
‘after completion of the appropri- 
ate preliminary work, should be- 
‘come the authoritative body for 
the work of voluntary re-organ- 
jsation. 

In January 1949 The Central 
Advertising Association (the 
Z.A.W.) was founded in Wies- 
baden. The participating organ- 
Gsations stressed the desirability 
of very close co-operation, not 
only within the confines of their 
individual fields of technical ac- 
tivity, but also in all aspects of 
the advertising business which 
were of importance to advertising 
as a whole; this, they felt, was 
the best way in which to co- 
ordinate the efforts directed at 
the setting up of a new structure 
in the advertising world. Z.A.W. 
is composed of four groups: 

1. Advertisers. 

2. Agencies. 

3. Media, with sub-groups 
newspapers, periodicals, direc- 
tories, poster and travel] organ- 
isations, film and illuminated 
sign advertising, fairs and ex- 
hibitions, and radio. 

4. Advertising designers (con- 
sultants, artists, layout experts). 
Governing bodies of Z.A.W. 


I: October 1948, at the in- 


are: The Presidential Council, 
with forty members, and the 
Presidential Committee, com- 


posed of 12 members. On the 
Presidential Committee advertisers 
and media groups each have five 
delegates, and the agencies and 
designer groups have one each. 
A president and four vice-presi- 
dents are elected by the Presiden- 


German A.A. provides a media 
coverage information service 


by HANS DURRMEIER, 


President, German Central Advertising Association; Chairman, Administrative Council, 
Information Office for Coverage and Circulation 


tial Council from the members of 
the Presidential Committee. 
Under its terms of reference 
Z.A.W. undertook the following 
tasks: 
To support all efforts de- 
signed to ensure for advertising 
the full 


ull development of ‘ts 
potentialities. 
To remove all obstacles 


which adversely affect advertis- 
ing or hinder its activities. 

To set up, through self-dis- 
cipline within its own ranks, 
the prerequisites for the 
smooth working of the adver- 
tising business. 

To aim at advertising which, 
in both form and content, is 


there is always the danger that 
freedom will be falsely interpreted 
as immunity from any and every 
restraint and that irresponsibility 
and immoderation _ inevitably 
result. 

“We remember only too well 
the time before 1933, which cast 
many a blot on the fair name of 
advertising. The exaggerations 
in the advertising of those days, 
the sharp practice over circula- 
tion, the cemeteries of advertise- 
ments and the senseless exhibi- 
tions which swallowed without 
any return large sums of business 
money and were most prejudicial 
to the prestige of advertising. 

“The call for a new regularisa- 


OBJECTS OF THE GERMAN CENTRAL A.A. 
@ To remove obstacles to the full development of 


advertising. 


@ To aim at exemplary advertising, free from 


abuse or malpractice. 


@ To organise exhibitions and congresses; also to 
arrange the exchange of views and news with 
advertising bodies in other countries. 


exemplary, and thus to avoid 

abuses and malpractice. 

To arouse appreciation of 
the commercial and cultural 
significance of advertising and 
to promote scientific investiga- 
tion thereof. 

To be the representative of 
advertising vis-a-vis the authori- 
ties and the legislative bodies. 

To organise advertising ex- 
hibitions, congresses, study, 
travel and inspections. 

To organise an exchange of 
views and news with the tech- 
nical advertising bodies of 
other countries. 

The need for the drawing up of 
these terms of reference was em- 
phasised at the inaugural meet- 
ing: 

“After years of state direction 
and supervision of advertising, 
after the limitations imposed by 
war, and after the almost com- 
plete inanition of the first post- 
war years, we now see with satis- 
faction the signs of a revivified 
advertising business flourishing in 
free and open competition. The 
essence of advertising is freedom. 
But we know that, wherever a 
large measure of freedom exists, 


tion of the advertisements is there- 
fore justified. A dictatorship can- 
not thrive without force and pro- 
hibition, but in a free industry 
a misuse of freedom can be pre- 
vented by self-discipline. To us 
any official control or supervision 
of the advertising business seems 
to be less necessary now than 
ever. 

“With the disappearance of the 
Advertising Council, those who 
practice, organise, execute and 
place advertising have regained 
their liberty of action—and with 
it the possibility of a full devel- 
opment of their potentialities. 
And this freedom imposes a 
solemn obligation upon us.” 

The first objective of Z.A.W. 
on its way towards the reorgan- 
isation of the advertising business 
was the drawing up of rules for 
the individual technical depart- 
ments of advertising. Expert com- 
mittees, composed of advertisers 
and the representatives of adver- 
tising media and agencies, made 
a survey of everything which, in 
advertising planning, composition 
and execution had hitherto been 
accepted as a norm and as an 
advantageous form of procedure 
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in the very widest variety of ad- 

vertising activity; at the same 

time they made a study of the 
abuses which the course of time 
had brought to light. 

The rules governing advertise- 
ments, outdoor advertising, film 
and radio publicity and directory 
advertising constitute a synopsis 
of all those customs and accepted 
practices, preserved through de- 
cades, whose observance by all 
concerned was respected as the 
essential prerequisite of healthy 
and sane publicity. 

The more effective a particu- 
lar form of advertising promises 
to be, the readier is the adver- 
tiser to invest in it. Recognition 
of the fact that the buyers and 
sellers of space have a common 
interest in comparative and ob- 
jectively presented data about the 
coverage of any pariicular form 
of advertising medium, and the 
fact that the advertiser can fore- 
cast the probable success of his 
canvass only when he has know- 
ledge of this coverage, led many 
years ago to the foundation 
abroad of self-governing bodies 
in the advertising business which 
have proved their worth. 

Impressed by these examples, 
Z.A.W. considered a proposal for 
the foundation of an office of 
circulation scrutiny. Early in 1950 
the Information Centre for the 
Confirmation of Media Coverage 
and Circulation began its work. 
By the end of the year 500 news- 
papers with approximately 500 
subsidiary editions, and well over 
500 periodicals of the Federal 
Republic and Western Berlin had 
already become members. 

The circulation figures sub- 
mitted to this organisation oy 
newspapers amount to over 14 
millions, while those submitted by 
periodicals exceed 30 millions. 
These figures are subject to 
scrutiny, and two inspections 
annually are carried out of mem- 
ber publishing houses. The organ- 
isation is at the disposa] of the 
Advertising Association and all 
its branches. 

Governing body of the Infor- 
mation Centre is an administra- 
tive council presided over by the 
president of the Advertising Asso- 
ciation. 

The Central Advertising Asso- 
ciation enjoys the support of the 
Federal authorities; its successful 
operation has rendered unneces- 
sary any legislation as regards 
publicity, and has brought into 
being the prerequisites for a per- 
manent organisation for the entife 
territory of the Gernian Federal 
Republic. 
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AT HOME AND ABROAD 


Frankfurter 
Jlluftrierte 


THE GERMAN ILLUSTRATED PAPER 
OF LASTING VALUE 
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die strasse 


* 


Being the only illustrated 


weekly periodical in Ger- 


many, which is printed in 


copper plate printing, it 


is the modern periodical 


of entertainment with a 


level for family and spare 


time. 


* 


| 
| 
| 
Zeit-Verlag | 
E. Schmidt & Co. GmbH. | 


Hamburg 1, Pressehaus 


DIES ZEIT 


WOCHENZEITUNG FUR POUTIK WIRTSCHAFT HANDEL UND KULTUR 


The German weekly periodical setting the fashion 
* 
Competent economic circles at home and abroad 
consider DIE ZEIT excellently adapted for establi- 
shing new business relations. So they are advertising 
and inserting in our periodical with greatest success 


EUROPAKURIER 


Independent weekly periodical for a free Europe 
* 

Open-minded and progressive persons are readers 

of this periodical, who due to their attitude, attach 

particular value to nursing international relations 
: * 

Both papers appearing with mutual advertisement part 

Inquiries to be addressed to 


Zeit-Verlag E. Schmidt & Co. GmbH. 


Hamburg 1, Pressehaus 


Oltdeutiehe Jeitung 


DIESTIMME 


DER VERTRIEBENEN 


* 


The biggest and most im- 
portant German paper of 
refugees, emphatically re- 
presenting again and again 
the rights of German re- 
fugees, is read by about 


half a million persons. 


* 


Neuer Ostdeutscher 
Verlag GmbH. 


Hamburg 1, Pressehaus 


July 1950 
503 670 


372173 


June 1949 
194 261 


December 1949 


edition half a million 


This imposing increase in edition may appear a wonder to 
January 1950 many persons, in reality it is the result of an editorial work 
400 269 conscious of its aim. Embodied vital proximity, taste for versatile 

entertaining things, no fright at “hot iron“, a language under- 
stood by and attracting anyone, pictures involving in the events 
of present days, — such is the programme of our editorial staff. 
The enthusiasm of our readers in all parts of Germany and 
abroad proves that the editors are right. Advertisement part 
kept in step with the impetuous development of edition. This 
should be the best evidence for the confidence with which 
advertisers judge advertising power of our illustrated paper. 


July 1950 


Verlag Henry Nannen GmbH. | 


Hamburg 1, Pressehaus 


Representative in the United Kingdom for all this papers and periodicals: 
Albert Milhado and Companie, Ltd., Holland House, {40 Cromwell Rd., London SW 7 
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published by the Foreign 

Trade Department of the 
town of Hamburg these signifi- 
cant words appear: 

“To prosper in foreign mar- 
kets you must have the good- 
will of your customers abroad. 
It is not enough to offer a 
certain article to somebody, 
somewhere in the world. The 
point is rather for the exporter 
to keep up permanent busi- 
ness relations with his frierds 
abroad.” 

This is, to my mind, an excel- 
lent description of what is meant 
by marketing in its widest sense. 
And if you are going to sell to 


I: an admirable handbook 


IF YOU ARE GOING TO 
SELL TO GERMANY, you 
must 


1, Understand your customer 
and earn his goodwill. 


2. Study your competitors and 
their marketing methods. 


3. Develop trade systemati- 
cally, and not be content 
with odd sales. 


Germany you must _ indeed 
develop your trade systematically, 
and not be content merely to 
execute any odd orders that may 
come in from that country—they 
just will not come in at all if that 
is all you do. 

Before the war, foodstuffs 
formed the greatest proportion 
of German imports, closely 
followed by raw materials. To- 
gether these two commodities 
actually made up about three- 
quarters of the total. Some 
fifteen per cent consisted of semi- 
finished products and less than 
ten per cent were finished pro- 
ducts. 

Since the war, the pattern has 
been roughly the same, with the 
exception of capital goods which 
have now assumed a rather 
greater importance in the Ger- 
man import programme. The 
emphasis in marketing must, 
therefore, be on these types of 
products, since it must not be 
thought that marketing is some- 
thing which is only applied to 


finished consumer products. Re- 
member the words of Hamburg, 
and you will understand how 
methods of marketing should be 
applied to everything that is sold, 
because it is the real technique 
of selling. 

The whole basis of Germany's 
import trade is slowly being 
revised to allow modern market- 
ing methods to be applied. In- 
stead of being put on a series of 
short-term bilateral agreements, 
with detailed specifications of 
reciprocal lists of commodities, 
the import agreements with other 
countries are being made on a 
more permanent basis. It is 
only in this way that the expan- 
sion of trade can effectively be 
encouraged, because these agree- 
ments can but indicate the main 
lines of commercial exchange, so 
that trade has an opportunity to 
develop freely within them. 
Under these conditions an ex- 
porter to Germany can in fact 
market his goods there. How is 
he then to go about doing this? 

In the first place the British 
exporter must decide on the 
method of operation he feels 
will be most suited to the scope 
of his activities. He can manu- 
facture locally, or he can deal 
through exclusive representatives. 
He can sell to selected importers, 
or he can sell to all and sundry. 
It is seldom that either the first 
or the last alternatives applies, 
and the most usual method of 
business is to deal either with 
one selected agent/importer, or 
with a selected list of importers, 
in which case a sole representa- 
tive in Germany is often ap- 
pcinted to supervise operations. 


When to use a 

single importer 

Both methods have their ad- 
vantages and it is difficult to lay 
down even general principles for 
choosing one or the other. It is 
obvious that the product itself 
will generally decide the method, 
and it may be said that when 
dealers in Germany have to be 
supplied continual!y, and perhaps 
in small quantities from stock, 
then a single importer is prob- 
ably the best answer. But where 
quantities of goods are large, and 
deliveries less frequent, as for 
example, supplies of tobacco, 
grain and heavy machinery, then 
one agent obtaining orders for 
direct shipment to selected im- 
porters is perhaps the better basis 
on which to operate. 
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Systematic selling the key 
to the German market 


by A LEADING MARKETING EXPERT 


Whichever basis is chosen, 
there are certain points to be 
watched in appointing or dealing 
with such people. Obviously im- 
porters should already be dealing 
in a similar field to the one in 
which your product lies; you 
would hardly expect a man who 
sells hardware tools to make a 
success of selling raw wool. At 
the same time it is unusual for a 
representative to handle directly 
competitive lines. Then the 
ability of the representative or 
importer to deal all over Ger- 


many, if this is necessary, must 
be considered. 

Financially, the basis of pur- 
chase has to be agreed: does the 
importer buy for his own account 
or for the account of his cus- 
tomers? And on what basis is 
the purchase made—C.1.F. or 
F.O.B.—cash against documents 
or at so many days’ credit, and 
so on? If a representative merely 
sends in orders on behalf of cus- 
tomers, some agreed rate of 
commission will have to be paid 

(Continued on page 15) 


Germany’s traditional trade fairs represent a unique opportunity 
to show your goods. A permanent fair established in Nirnberg 
by the Incorporated Export Union has won for exhibitors 
contracts worth 400,000 dollars since 1948. These are typical 
displays: Machinery (above) and scientific instrurrents (below). 
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\ a 
HAMBURGER 
ABENDBLATT 


The “Hamburger Abendblatt” 
holds a really exceptional 
position among the German 
newspapers: 

It is the greatest newspaper in 
the biggest city ofWesternGer- 
many. The advertising volume 
of the “Hamburger Abend- 
blatt” is the largest of all Ger- 
man newspapers. Therefore 
it’s called “The big market in 
Germany's door to the world”. 
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* 


Three members 


of a good 


Three effective short-cuts to the German consumer 


HOR ZU! 


HOUR ZU! - the biggest-selling 
magazine of the continent 
carries your advertisements 
every week to more than one 
million German families-most 
ofthemlivein the British Zone. 
HOR ZU! represents with its 
volume, its quality of print, its 
selling and advertising price 
an extraordinary publishing 
achievement. The page-price 
of DM 11.84 per 1000 readers 
is extremely favourable. 


KRISTALL 


KRISTALL - a fortnightly ma- 
gazine for conversation and 
science — wins more and more 
friends not only thanks to its 
valuable contents of photo- 
graphs and articles but be- 
cause of its popular price. With 
constantly increasing circu- 
lation, KRISTALL speaks to a 
critical but faithful readership 
with special interests. It's 
worth while winning these 
readers. 


Axel Springer Verlag, Anzeigenleitung, Hamburg 36, 
Giinsemarkt, Telephon: Hamburg 248181 


Representative for Great Britain: Milhado & Co. Ltd., Holland House, 140, Cromwell R., London, S.W.7, Tel: Western 3127 
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In Germany too 


the way to success is through women 


Here are the two magazines German women favour - 


CONSTANZE Bie leading women’s illu- 


strated in Germany — offers you readership of 
a high level. Impartial and exact research tests 
have proved that its guaranteed circulation of 
over 400,000 copies reaches nearly 4 million 
readers per issue. Constanze appears fortnightly 
in two-colour rotogravure and is one of the most 
effective advertising media 


in Germany. 


The two best 
friends of 
the German 
woman 


Please write for full details sind sates to 


Coustanze Verlag, Hamberg 1, : 
Bur-hardstraBe 14, sprinkemhos, ‘: 


Die junge Dame now back after a long 
interval — an illustrated magazine for young 
women between 17 and 20. They are the house- 
wives and mothers of tomorrow who will soon 
be spending the largest part of the nation’s 
income, Its special character and a sale of 
150,000 copies fortnightly ensure excellent 
advertising value. 
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REPRESENTATIVES FOR THE UNITED KINGDOM: MESSRS. ALBERT MILHADO AND COMPANY LTD., 
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Systematic selling the key 
to the German market 


(Continued from page 11) 


to him. And may I mention 
here one small point—don't get 
involved with a firm who cannot 
correspond with you in English 
unless you can write and under- 
stand German. 

Having fixed the basis on which 
you will operate in Germany, 
your products have next to be 
subjected to all the various tests 
to ensure that they are suitable. 
In the case of foodstuffs samples 
of consignments are required, and 
the same with many raw 
materials, like hides and skins, 


@ Direct mail can be 


and goodwill. 


increasingly to sell 
capital goods. 


THE MEDIA — 


continually to the notice of importers. 
@ Trade Press announcements build prestige 


@ Newspapers and magazines are being used 


@ Trade fairs offer a unique opportunity for 
the nation-wide display of goods. 


importers. But remember here 
that it is no use putting out in- 
ferior printed material. If you 
look at German leaflets and cata- 
logues you cannot help being 
impressed with their quality. I 
have quite a simple one in front 
of me as I write; it is a beautifully 
designed and printed job, calcu- 
lated to gain the maximum 
readership. 

The German trade Press can 
often profitably be used. There 
are publications which deal 
specifically with nearly every 


used to bring goods 


raw materials and 


metals, oils and fats, fibres and 
so on. ‘ 

At the same time, warehousing 
and handling will have to be con- 
sidered, as well as forwarding 
and valuation. It is obvious why 
towns like Bremen and Ham- 
burg tend to attract the cream of 
the German import trade, and 
naturally it is of great assistance 
to buyers to know that they can 
find, in a few places, all available 
imported commodities which are 
available for sale. 

But it is not enough to arrange 
for the adequate supply cf your 
particular raw materials or com- 
modities in Germany. You must 
induce buyers in Berlin or 
Munich or Dusseldorf to pur- 
chase them in preference to the 
other exporters. This is where 
one exclusive representative will 
come into his own, because he 
will either personally, or through 
his travellers, call frequently on 
likely buyers to sell his client's 
products. He must, however, be 
supplied by his principals with 
adequate catalogues and other 
printed material to show his 

rospective customers, and to 
eave with them. And these will 
have to be written in German. 

Alternatively, if no represen- 
tative is used, then some form of 
direct mailing would seem to be 
essential, so that details of the 
exporter and his goods are con- 
tinually brought to the notice of 


kind of commodity. Regular an- 
nouncements in these will bring 
your name in front of importers. 
At the same time, announce- 
ments of this kind build prestige 
and engender in possible pur- 
chases a feeling of confidence in 
your firm. 

To put over your activities on 
a wider basis you should also ex- 
hibit at one of the many German 
trade fairs held every year at 
places like Hanover, Cologne, 
Frankfurt-on-Main, and Leipzig. 
Buyers visit these fairs from ail 
over Germany and they represent 
a unique opportunity to show 
your goods, as well as for meeting 
personally the buyers. 

There is a strong tendency to- 
day for firms engaged in selling 
raw materials and capital goods 
to widen the scope of their ad- 
vertising to include newspapers 
and magazines. The reasoning 
behind this is that it is to the 
advantage of the company con- 
cerned for its activities to be as 
widely known as possible, both 
amongst the public as well as the 
actual commercial buyers. 

It looks at first, perhaps, 
rather an intangible asset, but 
properly handled it will pay 
handsome dividends, and is the 
first step in what is known as 
public relations, Moreover, it 1s 
often of direct selling value— 
when for example a campaign is 
put out on behalf of wool, be- 


¢ } 


Germany Supp 


cause the more people who wear 
woollen clothing, the more raw 
wool will be sold to the clothing 
manufacturers. 

In the case of new commodities 
—nylon, for example—it is al- 
most essential that the public be 
informed of its advantages and 
uses, and the same may be said 
of chemicals and drugs. In the 
range of foodstuffs you can 
readily see that an increase or 
decrease in the sale of, for 
instance, coffee as opposed to tea 
would affect importers’ purchases 
considerably. So that large scale 
advertising—which is an inherent 
part of marketing—has its appli- 
cations in the same way for raw 
materials and capital goods as it 
has for consumer products. 

There is, of course. some im- 
port of consumer goods from the 
United Kingdom into Germany, 
and the same principles of mar- 
keting will have to be applied in 
the matter of arranging a basis 
for representation and distribu- 
tion, but more detailed considera- 
tion will have to be given to such 
things as wholesale and retail 
channels of distribution, prices 
and profit margins. At the same 
time greater attention will need 
to be paid to the product itself 
and its packing. 


Right: Leather and fabric 
goods displayed at the Ex- 
port Union fair. 


Below : Pottery, glass, and 
metal ware on another 
stand. The majority of the 


Union’s 250 members take } 


advantage of these facilities. 


t—ADVERTISER’S WEEKLY 


The need for trade publicity 
is not quite so great as for raw 
materials, but consumer adver- 
tising is essential. Yet it must be 
remembered that before the war 
Germany imported few con- 
sumer goods and that some 60 per 
cent of her exports were con- 
sumer goods, She does, therefore, 
resembie the United Kingdom 
very closely in her trade and the 
U.K. exporters’ greatest success 
must lie in only a limited number 
of fields in Germany in this cate- 
gory of goods. 

To market successfully in Ger- 
many you must go there yeur- 
self. A great deal can be done by 
correspondence, but there is no 
substitute for a personal visit. it 
need not be a long trip, nor an 
expensive one. Start by visiting 
the main towns and in particular 
those where your best customers 
are. Talk to them and get the feel 
of the country. They do things 
differently in Germany—as they 
do in all countries—and no words 
of mine can adequately convey 
the atmosphere you will find. But 
once you experience it, and have 
attuned yourself to their deliber- 


ate and thorough way of doing » 


things, then business will not only 
be very much greater, but it will 
be a great deal more pleasurable. 
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’ recently, 


- back—this, 
_ Western Germany allegedly over- 
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Free imports agreement has 


Fesruary 8, 1951 


opened the door to a 


RAVELLERS returning 

I from Western Germany 
during the last few years 
have with practical unanimity 
reported smoking factory chim- 
neys, machine shops throbbing 
with activity, consumer goods 
tantalisingly and lavishly dis- 
played, menus in hotels and 


‘restaurants such as have not 
been seen in victorious Britain 


since 1939. 

These reports persist. Only 
in an unheated, late, 
English express train, I listened to 


‘the yearning of an Englishman 
Son leave from Western Germany 


who loudly thanked his lucky 
stars that he was now on the way 
mark you, to a 


shadowed by the menacing East, 
handicapped by bombed or dis- 


- mantled industries and all the rest 
"of the 
their climax in 1945. 


disasters which reached 


Are these stories true or false? 
During the last few years Ger- 
many has been striving vigor- 
ously, using all her productive 


/ genius and expertness in selling, 


to win back her traditional mar- 
kets. In the opinion of expert 
observers her recovery is phen- 
omenal. It may be true that she 
has not employed the same 


methods as Britain, but her prob-, 


lems were not the same. 


Liberal imports 

policy paid 

In 1949, Germany's exports in- 
creased by about $4 million to 
$1,123 million, while her imports 
increased $674 million to $2,236 
million. It was the German 
Government's policy to import as 
much as possible as a means of 
checking inflation. 

What is the position now? To 
assess trade possibilities in Ger- 
many it is necessary to review the 
whole economic field. 

The following table shows the 
expansion of German economy 
in the middle of 1950. (1936 
equals 100.) 


variety of British goods 


by A SPECIAL CORRESPONDENT 


The removal of import quota restrictions on a range 
of manufactured goods, following trade agreement 
talks, has opened the German market to British 
exporters. For many things, Germany will continue to 
be our customer for some time to come, but selling 
there is no easy task. British salesmen will find them- 
selves in competition with the formidable German 
travelling representative who knows how to combine 
his social life with sales campaigns ... He remembers 
the names of his potential customers’ children, and 

never forgets their birthdays. 


Production < of. crude _ steel 
reached a post-war record, but 
that of coal continued to fall. 


$113 million manufactured goods. 
Exports to the U.S.A. were $10 


million. Seventy-one per cent of 

Ordinary customers had no _ the total went to countries within 
ground for complaint about food the O.E.E.C 

supplies or prices. A series of agreements with 


The index of wholesale indus- 


- n other countries also began in 1950. 
trial prices continued to 


move Yugoslavia, for example, received 
upwards and (taking 1938 as a loan of $30 million for the pur- 
equal to 100) reached 227 in chase of capital goods, which 


August as compared with 222 in 


Yugoslavia will repay with raw 
July. But this hardly shows a 


materials and agricultural pro- 


tendency to inflation. ducts. An agreement was also 
Unemployment fell. In Octo- entered into with Switzerland 
ber the figure was of the order cf which provides for DM 257 
1,200,000. Employed wage and million Swiss exports to Ger- 
salary earners at the end of many and $285 million Swiss 
August were estimated at francs of German exports to 


14.160.000, an increase of 
300,000 over the June figure. 

Even before the initialling of 
the Trade Agreement with this 
country, the German Federal 
Government adopted a_ liberal 
import policy. The importing of 
foodstuffs and consumer goods 
was regarded as a sound tactical 
move to keep prices low and 
wage levels stable. 

Germany's August exports, at 
$177 million, were $5 million 


Switzerland, 
German salesmanship 
is ‘formidable’ 


The index of production for 
August 1936 being taken as equal 
to 100, was 114—an increase over 
July in all branches of industry 
and especially of consumer goods. 

Steel construction showed a 
remarkable increase, The pro- 
duction of metal goods such as 


Combined industries (excluding building) 
Investment and Production Goods. 
Consumer Goods you 
Building Activity 


more than in July—a_ post-war icycle accessories, bedsteads, 
record. Imports were $20 million . domestic gas and coal ranges, 
less, totalling $205 million. The cutlery, and so on, has now 
August export figure included passed the 1936 level. The manu- 
facture of electrical equipment, 
May | June | Julv | Aue fine mechanics and optics, motor 
aon - cars, commercial vehicles, ship 
ee eB building, textiles, shoes, leather, 
| “or | os a1 97 paper, ceramics and glass, shows 

| 103 107 112 113 very vigorous health. 


The most 


casual study of 


figures such as these shows that 
Germany has come back into the 
sphere of Western trade in a big 
way. 

Nor must German salesmanship 
be underrated. The German 
travelling representative knows 
how to combine his social life 
with sales campaigns. He knows 
the Christian names of his poten- 
tial customers’ children and never 
forgets their birthdays. The 
German salesman is a formidable 
competitor and he serves German 
industry well. 

For many things Germany will 
continue to be our customer for 
some time to come. 


Quota restrictions 


to be ended 
It was in February 1950 that 
negotiations were opened in 


Frankfurt for a new Anglo-Ger- 
man Trade Pact. The conversa- 
tions opened in an atmosphere 
marked by a somewhat high tem- 
perature resulting from the lack 
of balance between Germany's 
imports and exports. Up to that 
time she had been on a spending 
spree—hence the consumer goods 
in the shops, the general air of 
plenty, the impression of commer- 
cial buoyancy and prosperity. But 
now the Germans were finding it 
hard to find foreign currency, 
particularly sterling, to pay for 
their imports. 

The aim of O.E.E.C. was that 
60 per cent of trade should be 
freed from quota restrictions by 
the end of July 1950 and 75 per 
cent by the end of the year. 
Western Germany had no objec- 
tion to this, for though Britain 
herself did much towards the 
liberation of trade, Western Ger- 
many, as one commentator said 
at the time, literally galloped 
towards it. 

After a breakdown in March, 
talks were resumed in June and 
concluded in October. The main 
result was that Germany agreed 
to take 60 per cent of her imports 


from member countries of 
O.E.E.C. free of quantitative 
restriction. The free list runs 


to some 52 foolscap pages of 
typescript and includes many 
hundreds of items. 

Import licences are necessary 
even for goods on the free list, 
but they are granted without diffi- 

(Continued on page 24) 
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TWO MEDIATORS 
of 
ADVERTISEMENT 


of outstanding importance 


HAMBURGER FREIE PRESSE 


HAMBURGER Rei ALLGEMEINE 
ET... ee 


Their East-West talks 
found strong consideration 
at home and abroad during 


the past weeks and months 


_ 


Wirtichaits- Correipondenty fre 


The universal Economic Periodical for 


navigation 
shipbuilding 
forwarding 
aviation 


industry - trade 


* 


On desire we shall supply specimen 


- 


Hamburg 36 
Gansemarkt 21-26 


London representative: 
Messrs. “Eppac”, 41-45 Neal Street, London, W.C.2 
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T the end of the war 
A German branded goods 

manufacturers were faced 
with an unusual and, in many 
aspects, particularly difficult 
problem. It is true that similar 
problems had to be solved at 
the end of the first world war, 
but comparison shows that the 
situation this time was far more 
problematical. A large range 
of branded goods disappeared 
from the market immediately 
on, or very shortly after, the 
outbreak of war. 

When production started again, 
there was considerable delay in 
the appearance of goods whose 
manufacturers used brand names 
and guaranteed quality. 


Short-term schemes 
of little value 


Short-term publicity schemes 
which a number of firms 
launched at considerable expense, 
proved to be of small value. 

Genuine branded goods, how- 
ever, gradually came into their 
own. While this may be attri- 
buted primarily to the ceaseless 
pursuit of quality, it was never- 
theless necessary to draw atten- 
tion to this fact by publicity. 
There were unfamiliar obstacles 
to be overcome in the launching 
of this publicity; these difficulties 
were mainly psychological. 
During the period of absolute 
advertising inactivity not only 
had a new generation of con- 
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Branded 


sumers grown up, but at the same 
time there had occurred a 
marked change within the ranks 
of the old consumers. Not only 
had there been an enormous 
internal shift of population, 
greater in scope than anything 
previously experienced and which 
brought with it a regional change 
of requirements and taste, but 
also, among the population which 
remained stationary, a sharp 
change in purchasing power. 
This produced a_ noticeable 
change in receptivity to advertis- 
ing appeal. 

Although, of course, the rich 
did not everywhere in a flash be- 
come poor, and the poor rich, it 
nevertheless soon became appar- 
ent that the number of con- 
sumers who had hitherto set the 
fashion and demanded the 
quality which branded goods 
ensure, had decreased to a re- 
markable extent. These were the 
upper middle classes who suffered 
so much as a result of the war, 
and the decrease in their pur- 


arranged 


BERLIN W!13_ - 


Your advertising 
in Germany 


planned, designed and 
successfully 


BERLINER ANNONCEN-EXPEDITION G.m.b.H. 


KURFUERSTENDAMM 56 
Phone 321278 


* 


FRANKFURT AM MAIN 
Phone 44562 
Telegrams: BERANEX WERBUNG BERLIN 
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goods advertising 
enters a new phase 


by WERNER SUHR, 


The well-known German publicist and authority on branded goods 
advertising. 


A large range of branded goods disappeared from the 


German market when war began. 


Now they are 


coming back again, and facing the problems of adver- 
tising to a fundamentally changed market. 


ae ee 


NS 


chasing power removed a ready- 
made market for branded goods. 

The development of the adver- 
tising of branded goods to the 
masses in Germany has met with 
difficulties, but there is no doubt 
that advertising can develop the 
desire for quality common to 
consumers who have for so long 
endured ersatz goods and pseudo 
branded articles. 

The publicity of German 
branded goods manufacturers 
will have to face the realities of 
the new situation. The role of 
publicity as an aid to sales has 
never been so important as it is 
to-day. 

It is true that practitioners in 
advertising—like everybody else 
—suffer from a lack of gifted and 
resourceful youngsters capable :f 
producing a solution to present- 
day advertising problems. But 
this dearth of talent is not the 
sole reason for the conventional 
—indeed. in some cases quite 
antiquated—picture presented by 
current branded goods advertis- 
ing. Well-known practitioners in 
advertising who handle the pro- 
ducts of the branded goods indus- 
try declare unanimously that. in 
view of the inclinations of their 
consumers, they cannot, unfor- 
tunately, launch advertising cam- 
paigns in the modern style. 

A glance at some of the most 
outstanding advertisements for 
German branded goods confirms 
this criticism. One finds an ad- 
vertisement of an allusive and 
nostalgic character, but with an 
astonishingly verbose explana- 
tion, or rather hackneyed, 
cliche-ridden copy for foodstuffs 


| Or cosmetics. 


This advertising 
is misdirected 


The great mass of fashionable 
advertising with its soigne figures 
of a society which scarcely exists 
any longer, comes rather as a sur- 
prise, particularly when one re- 
members that of the people work- 
ing in the Federal Republic 
barely 10 per cent earn more than 
250 marks a month. An exception 
is afforded by those advertise- 


ments, which, with a certain 
wealth of word and picture and 
by pointing to a long-since past 
and particularly to the traditions 
of the house, strive to win good- 
will. Consumers who really pre- 
fer established goods may well 
be susceptible to this type of 
tradition-advertising and to any 
reminder of “the good old times.” 

The German advertiser does 
not bother about public relations, 


even though this is strongly 
recommended in the technical 
Press and elsewhere. 
Not keen on 

poster appeals 


German branded goods manu- 
facturers were never keen on 
poster advertising as are those of 
other countries, and from what 
can be seen to-day the use of 
posters still does not compare 
with that of many other coun- 
tries. In this field of advertising 
there appears at present to be a 
very large measure of uncer- 
tainty, aggravated through the 
lack of creative talent. 

Better results are achieved by 
the packaging industry. True, 
here also there is a dearth of 
creative artistry, but the industry 
has tried—and with success—to 
follow the lead of those foreign 
countries in which, during the 
period of Germany's isolation, 
such great progress had been 
made. Packaging has become 
more practical, more hygienic 
and much smarter. This is of 
great significance from the adver- 
tising point of view, although 
design is on somewhat pre-war 
lines and in accordance with the 
taste of a very naive and un- 
pretentious consumer market. 

From about the middle of 
1948. the advertising of German 
branded goods, which has always 
been in the lead in the field of 
publicity, has achieved quite 
extraordinary development. In 
1950, as a result of increased 
competition, it attained. in quan- 
tity at least, a new high level, 
and in some individual cases a 
higher standard as well 
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» the British exclusive representation is in the hands of Albert Milhado and Company, Ltd., 
140, Cromwell Road, London SW 7” 
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Hannoversche Presse 
The leading paper-with the largest advertising section. 


F Since 1855 


~~ Millions travel by 
an Railways 
Tradition and Pro- 
Gress Open a sure wal 
for attcactive and 
effective advertising 


A FOR YOUR 
RAILWAY ADVERTISING 
* IN GERMANY TO 


DEUTSCHE EISENBAHN REKLAME is 


ZENTRALDIREKTION 
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German commercial radio 


‘ 


OMMERCIAL broadcasting, 

naturally, has many enemies 
among those people who believe 
that a public transmitter should 
not be used to put over commer- 
cial messages. There are those, 
however, who hold the view that 
a radio station should contribute 
not only to the purely cultural 
and aesthetic spheres of life. 
They maintain that any station, 
if it aims to make a balanced con- 
tribution to the life of the com- 
munity, must have strong ties 
with industry. 

Radio advertising, however, 
must create programmes that do 
not overstep the bounds of the 
listener's toleration. 

It is not possible for commer- 
cial radio in Germany to adopt 
in toto the methods of publicity- 
minded America. The mentality 
of the German listener, moulded 
by prejudice and custom, must 
be meticulously respected. It 
would be equally wrong to take 
the experience gained in other 
fields of advertising in Germany 
and apply it unaltered to radio 
publicity. 

With a newspaper it is possible 
deliberately to separate the ad- 
vertisement sections, both by 
positioning and by typography, 
from the editorial matter. This 
cannot be done with radio adver- 
tising. 

When R.1.A.S. (Rundfunk Im 
Amerikanischen Sektor) first 
began to supplement its pro- 
gramme with commercial publi- 
city, it tried to accustom its 
listeners to the innovation gradu- 
ally. A start was made with a 
daily broadcast of “Situations 
Wanted and Vacant.” This was 
followed by a broadcast which, 
under the title of Sympathy and 
Melody, inserted as discreetly as 
possible a number of business 
announcements between musical 
items. 


Conversational 
commercials 


The basic principle was, and 
still is, that the commercial 
broadcast should retain the 
character of a morning concert. 
The whole broadcast must con- 
sist of 80 per cent music, and 
only 20 per cent of the time 
available is allowed for commer- 
cial publicity. Commercial an- 


| nouncements are not allowed io 


take the form of a direct business 
offer, but have to be given in 
conversational tone. 

In this way it is possible to 
put over commercial notices 
without giving the hearer offence. 

Text written outside the radio 


organisation is not accepted for 


_ began with ‘classifieds’ 


by WILLY KOEHLER, 


Director, Funkwerbung R.I.A.S., Berlin 


broadcasting. The manuscript for 
each morning’s broadcast is re- 
written daily, great attention 
being paid to framing it in har- 
mony both with the projected 
musical programme and with the 
characteristics of the announcer 
—male or female. 


“Staggering success’ of 

radio campaign 

For the manufacturers of 
branded goods, of course, facili- 
ties for oral trade-marks—special 
musical phrases and the like 
exist, whereby they can con- 
tinuously keep their message 
before the public. 

The successes achieved by radio 
advertising are often quite stag- 
gering. It is interesting to note 


“Commercial radio in 
Germany faces the future 
with confidence. It has 
become an_ indispensable 
medium to any comprehen- 
sive advertising scheme.”’ 


that not only branded goods 
manufacturers, but also, indeed, 
in particular, the individual busi- 
ness man can very quickly make 
intimate contact with millions of 
listeners. The time available is 
almost entirely sold out; firstly 
because advertisers, almost with- 
out exception, continue to use 
this successful medium, and 
secondly because the directors of 
commercial broadcasting ensure 
that their programmes are not 
unduly overloaded with commer- 
cial publicity. 

Four commercial radio stations 
exist in Germany. They are: 
R.LA.S., Berlin, the Stuttgart 
Sender, the Munich Sender, and 
the South West Radio in Baden. 

Charges for commercial! broad- 
casts are based on the length of 
text and the broadcasting time 
taken. Prices vary from ten marks 
to 15 marks per second, and most 
Stations impose a minimum of 
thirty seconds. Discount for 
repetitions and series is allowed 
in much the same way as by 
newspapers. 

Commercial radio in Germany, 
to judge from its already very 
considerable and successful ex- 
perience, faces the future with 
great confidence, A year ago even 
the branded goods’ manufac- 
turers regarded this new medium 
with a measure of reserve. Now. 
however, radio advertising has 
become an indispensable part of 
the advertising schemes of the 
greatest and the smallest under- 
takings in the land. 
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who are desirous of forming new 


business connections throughout 
the world 


awat your — 
Enguivies aud fers 


Direct connection may be estab- 
lished through advertising in the 


HANDELSBLATT 


which is the leading German In- 
dustrial and Commercial News- 
paper, with a comprehensive inter- 
national reporting organisation. 
This newspaper is read by all 
leading personalities with decisive 
voices in Industry and Trade, 
Banking and Insurance in the 
Federal Republic of Germany. 
Please ask for complete details as 
to advertisement rates: 


OUR BRITISH AGENTS, 


r.€c VYVRBAC H 
international Advertising 
Limited, 


63, LANCASTER GROVE, 
LONDON N. W. 3 


will be pleased to give full infor- 
mation about advertisements, sub- 
scription rates etc. without obliga- 
tion 
Specimen copy and rate card on 
application. 


HANDELSBLATT G-M-B-H 
DUSSELDORF 


| 


| 


The heart 
of German advertising 


beats in Cromwell Road 
LONDON 


You ask the questions— 
MILHADO knows the 
answers, because of the 
expert knowledge gained 
on his quarterly visits 
to Germany 


For any information about Germany ask 


ALBERT MILHADO 


& Co., Ltd. 


140 CROMWELL ROAD 


LONDON, S.W.7 
Telephone: WESTERN 3127/8 
Telegrams: AMILCO SOUTHKENS LONDON 


who are the sole representatives of 


HAMBURGER ABENDBLATT 
BREMER NACHRICHTEN 
HANNOVERSCHE PRESSE 
KOELNISCHE RUNDSCHAU 

BRAUNSCHWEIGER ZEITUNG 

RHEIN ZEITUNG 
RHEINISCHE POST 


j 
t 


a 


~~ 


: 
: 
WESTFALENPOST ; 
4 


RUHR NACHRICHTEN 
BONNER RUNDSCHAU 
FRANKFURTER NEUE PRESSE 
STUTTGARTER NACHRICHTEN 
SUDDEUTSCHE ZEITUNG 
BADISCHE NEUESTE NACHRICHTEN 
NURNBERGER NACHRICHTEN 
FRANKISCHE PRESSE 
HESSISCHE NACHRICHTEN 
TELEGRAF 
HOR ZU 
DIE ZEIT 
DAS AUTO 


and other leading dailies, weeklies, 
illustrated journals and trade papers 
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How an agency survived 
Hitler and the blitz 


by WALTHER MATTHESS, 


Managing Director, Dorland G.m.b.H., Berlin 


HE first client was a hair- 
dresser, who ordered a 
sign-board for his de- 
stroyed and now partially 
restored shop. Next came the 
owners of some old curiosity 
and barter shops, ordering sign- 
boards in German and English, 
and finally came a big order 
from the office of the British 
Military Government for a 
super-sized poster for NAAFI. 
Believe it or not—thus did 
Dorlands start in 1945 to re- 
establish their Berlin office after 
the war had ended. : 
Before the war, and during the 
years of the Nazi regime, Dor- 
lands ranked among the great 
international agencies in Ger- 
many. In Berlin, besides Dor- 
lands, there existed J. Walter 
Thompson, W. S. Crawford, 
Erwin Wasey & Co., handling a 
number of accounts such as 
General Motors, Yardley, Enos, 
Frigidaire, Palmolive, Elizabeth 
Arden, Packard and others in ad- 
dition to German accounts. 
Gradually, however, and particu- 
larly during the Hitler years, 
these firms closed down or 
amalgamated with German firms. 
Only Dorlands remained. 
Harassed by the Nazis, the 
firm's turn-over decreased, and 
difficulties multiplied; but, in 
spite of everything, the name 
Dorlands remained in its place on 
the Kurfuerstendamm in Berlin 
throughout the war. And then 
the Russians came, and in the 


battle for Berlin the premises 
went up in flames. 

When, after weeks of chaos, the 
few surviving Dorlanders returned 
and sought their office, they could 
not find even a pin. All, however, 
were firmly determined that Dor- 


lands should rise again, Some- 
where in Berlin, in an undamaged 
flat they got to work again, and 
the sign-board painting studio 
department was the germ-cell. 
Advertising accounts, in the 
usual sense of the phrase, had 
ceased to exist in Germany, Dor- 
lands people had to seek other 
work. A new! and democratic 


Press had to be created, and on 
Dorlands devolved the task of 
designing letterheads, arranging 
layout and handling the initial 


: Its premises sent up in flames during the battle of 
: Berlin, the Dorland agency in Germany faced great 


distribution campaign of many of 
them. 

As early as 1946 Berliners saw 
the first great colour posters of 
the Telegraf on the hoardings 
and in the underground stations, 
bearing the signature “Dorland.” 


eeeeeeeneed 


Subsequently the Telegraf became 
the biggest Berlin daily news- 
paper. Dorlands had a hand in 
building up the advertisement 
section of this and other great 
newspapers and periodicals, 
New office accommodation was 
eventually found at 41 Schlueter 
Strasse, Berlin, W.15. In 1945 
there were but three employees; 
by 1946 there were 40; and in 
1947/8 the number rose to over 


0. 
The partition of Berlin into 
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West and East sectors brought 
further difficulties. Considerable 
bank and post-cheque accounts 
in the Eastern Sector have been 
confiscated by the Russians and 
are still blocked. During the 
blockade all communication with 
Western Germany was cut off, 
and throughout the winter the 
agency worked by candlelight and 
without electricity or heating. 
Now, however, things are be- 
ginning to take shape. The offices 
are once more properly furnished, 
the studio and photographic de- 
partments are equipped with all 
the necessary appliances, and a 
team of experts ensures smooth, 
swift and efficient results. 
During the past year Dorlands 
have carried out comprehensive 
advertising campaigns for the 
International Wool Secretariat 
and the Liege Fair. To their list 
of clients have been added 
Rhodia. the largest acetate-rayon 
mill in Germany; Guetermann, 
the world renowned manufac- 
turers of sewing silk; William 
Prym, the biggest needle and 
press-stud factory in Europe; 
Germany’s foremost zip fastener 
manufacturer, and many others. 
Dorlands claim that their’s is 
the only international agency 
working in Berlin. There are 
branch offices in Munich (23 
Kaufinger Strasse) and Dussoldorf 
(83-87 Graf Adolf Strasse), which 
ensure close contact with clients 


TRADE WITH GERMANY 


F.C. URBACH 


Enquiries regarding advertising in Germany are welcomed 
and should be addressed to :— 


INTERNATIONAL ADVERTISING LTD. 


63 LANCASTER GROVE 


LONDON, N.W.3 


For 26 years we have specialised in the German market and we 
understand the German customs, traditions and language 
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: : Republic. This is the story of five years’ endeavour. : 
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To Advertise 
in Germany use 


CARL GABLER 
Advertising Agency 


Can the goods or services you offer be sold 
in the German Market? How and where can 
you make good connections in Germany? You 
will get reliable answers from our Service 
Department. 


How can. goods or services be successfully 
offered through Advertising ? We will give you 
a carefully worked out individual marketing 
plan of campaign. 


Advertising for our clients on the plan chosen 
is carried out by 250 of our own Experts in 16 
offices throughout Germany. 


Special Department for 
Foreign Industrial 
Advertising 


Head Office and Foreign Department : 


MUNICH I 


Theatinerstrasse 8. Phone 25 331 


Ky 
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TWO LEADING ORGANS 
OF PUBLICITY 
IN BERLIN 


DER 
TAGES SPIEGEL 


* 
Berlin’s great morning newspaper 


well renowned beyond Berlin’s boundaries, is 
read and subscribed for by political-, economic-, 
and cultural-minded, educated classes. Precisely 
for this reason most influential enterprises inter- 
ested in publicity prefer DER TAGESSPIEGEL 


as an advertising paper 


A neg mae Cares tegey ORT Nl 


Billustrier’ 
Bp erliner 


Deitsift 


the illustrated newspaper with the 


most widespread circulation in 


ee er aoe 


Berlin's Western sectors 


issued once a week, disposes of an ever increasing 
reading public in the German Federal Republic, 
too. Well-to-do families mostly subscribe on 
and rave for it. Makers of highly qualified trade- 
mark protected goods particularly profit by the 
big success of IBZ ad’s. 
Publishing House 


DER TAGESSPLIEGEL 


Druckhaus 


BKeriin- lempelbof - 


ae ; esi eee: a ee ee oA ‘i ic ae 
ae a oe. aA . a f 
: — oem ents — ce! 
vis * 1 
+e 
mo.) 
a 23 a eu 
| We 3 
: ' lee ey 
te y 
| a ee 4 
} ch 
‘ ms 
| . | ti 
, - 
4 &) 
¢ , 
we it 
| By 
A | 
1 7 aun 
| | tie 
iS 
; ca 
Pe 
A 
o 
>. } y 
; | es € 
+ | ri 
ay j tA 
: j . ue 
tN 
. _ fe 
: 
a : a 
e i oF 
} ve at 
a be 
| " 
f ee > 
| eee 
* } . 
fi ra 
: | *, 
. ' | : 
‘e ' 
| ae 
if | fee 
i | ‘ee 
9 Ms my 
i y : 
fF ? 
a ! 
ES | aT L 
5 ee 
< 1] : 
: | | i 
| | oe 
} ; 
a | | ‘ 
; SD 
: ea 
wm s 
we ' - me : 3 
"7 ’ . as 


< 


NE ah ees SEMEN 


ADVERTISER’S WEEKLY 


Germany Supplement 


and Upper Bavaria 
Winch ner Wlerkur 


is read in practically all homes 
13 local publications circulate in the neighbouring counties. 
No Bavarian advertising campaign is complete without the 
MUNCHNER MERKUR. 
Certified Daily Net Sales: 150,000 


: Full particulars obtainable 
7 from Sole Advertising Representatwes in Great Britain: 
F. C. URBACH INTERNATIONAL ADVERTISING LTD. 
63 Lancaster Grove, London, N.W.3 Telephone: Primrose 3952 


A Magnet?! 


@ The area round) DUSSELDORF, capital of 
North Rhenish-Westphalia, with 
COLOGNE, CREFELD, SOLINGEN and 
WUPPERTAL in its immediate vicinity, is 
a VERITABLE magnetic field! It attracts 
Industry, Trade, Commerce and Farming. 
Craftsmen, artisans, business-men, farmers 
and their families work and live there — 
a consumer population constant in its 
demands and solid in its purchasing power. 


Here, a well formulated, well placed ad- 
vertisement reaches consumers of varied 
classes but with the common determination 
to get the best value for their money. 


Thanks to ‘*RHEIN-ECHO"’ political 
soundness and editorial excellence, an 
advertisement wins success and commands 
lasting attention. 


The newspaper with growing thousands — 
all well-to-do consumers. 


( RHEIN-ECHO ) 


DUSSELDORF 
CORNELIUS STRASSE 15 


TELEPHONE 1035! 
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Ad. plan to help solve 


volume of trade between 
West Berlin, Britain and the 
British Dominions, an Advisory 
Council has been set up with 
offices in London, Berlin, Frank- 
furt andiParis. It is known as 
the Berlin Marketing Council 
(London). 

Official British, American and 
French support has been given 
and the organisation has received 
the sponsorship of the Berlin city 
authorities. 

It is hoped that by direct and 
topical advertising, by providing 
an up-to-the-minute information 
service covering every branch of 
industry, and by offering general 
counsel and advice on all matters 
relating to reciprocal trade, West 
Berlin will be helped in solving 
her present economic difficulties. 

The importance of the Council 
lies primarily in its ability to im- 
prove the economic and political 
strength of Berlin and in its ser- 
vice to British and Dominion 
markets by informing them of 
sources of high quality supplies 
and of opportunities for export 
in this previously unexplored 
market. 

The work of the Council covers 
a wide range of products from 
drugs to heavy machinery, in ad- 
dition to the raw materials which 
are needed as imports for these 
industries, 

All trade inquiries are dealt 
with free of charge and are com- 
municated direct to the Berlin 
branch which distributes the in- 
formation to firms in Berlin. 

Other activities of the Council 


_ West Berlin problems 


| FINO facilitate’and increase the 


include the facilitation of ship- 
ment and transportation of orders 
with a special regard to trade 
with the Dominions (since most 
Dominion shipments are executed 
through London shipping houses); 
the restoration of trade between 
Berlin’s pre-war customers in the 
United Kingdom and _ the 
Dominions; and general service 
in ensuring full co-operation be- 
tween West Berlin, Britain and 
the Dominions in matters con- 
cerning trade exhibitions. 


Inquiries should be addressed 
to the secretary, the Berlin 
Marketing Council (London), 
Slough Estates House, 16 
Berkeley Street, London, W.1. 


Pressebilderdienst Photo 


Busy coalfields in the Ruhr 
set the pace for Germany’s 
restoration. 


culty. German importers must 
deposit 50 per cent of their 
foreign exchange requirements 
with the Foreign Trade Bank 
when applying for a licence. 

All goods not on the free tist 
are regarded as quota items, and 
licences for these are only granted 
when the necessary currency is 
available. 

Luxury leather goods are 
| mostly on the free list. But Ger- 
| many is traditionally a producer 
of these goods, so the market is 
likely to be highly competitive in 
the future. 


| Before the war, British high 
| grade textiles and medium and 
| high grade bespoke _ tailoring 
| found a ready made market in 
| Germany. Most of these goods 
| are now subject to quotas. 

Women’s coats and dresses, 
girls’ coats and dresses, blouses, 
aprons, petticoats and bodices 


Imports agreement opened 
door to British goods 


(Continued from page 16) 


made wholly or partly of silk are 
on the free list, while raincoats, 
knitted goods and nylons are sub- 
ject to quota. Men’s and boys’ 
coats and suits and women’s and 
girls’ blouses, aprons, petticoats 
and bodices made of wool are on 
the free list as also are workers 
protective clothing made of 
cotton. 

During the last two years cen- 
tral buying, especially of textiles, 
boots and shoes and household 
goods has developed considerably. 
Purchasing associations, con- 
ducted on a co-operative basis, 
control a significant section of the 
German retail markets. The 
Board of Trade will tell British 
exporters where these associations 
are to be found. They cover 
household goods, porcelain and 
glass, textiles, tailoring, weaving, 
the boot and shoe trade, large 
stores and multiple shops and 
many others. 
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Exporters 


to 


Germany 


make use of the up-to-date economic information of the 
“‘Prankfurter Rundschau.’’ Readers are kept in daily 
touch with the German market. 


Advertisers 
in 
Germany 


rely on the newspaper with the biggest advertising 


business (including ‘‘ appointments ’’ column) both in the 
industrial centre of Frankfurt and in the whole of Hesse. 


The 
»Frankfiurter Rundschau« 


is the biggest and most important newspaper in Frankfurt 


and Western Germany. Its political and economic inde- 
pendence is recognised and appreciated by its readers 
and advertisers both in Germany and abroad. 
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Quick 


OV AKTUELLE 144 


USTRIERTE a 


THESE TWO 


periodicals are sufficient means of 
publicity for the whole area of the 
FEDERAL REPUBLIC. 


** Quick’? is the largest German 
weekly selling magazine. 
“Weltbild”’ (The picture of 


the world) is the largest German 
reading magazine. 


For further details, apply to: 


Th. MARTENS & Co. G.m.b.H. 


46 Briennerstrasse - 2 Munich 


Published 4 the Srepriasare, BUSINESS PUBLICATIONS, Ltd., at their office at 180, Fleet Street, London, E.C.4. (Phone: Chancery 8844.) 
ebruary 8, 195! 


Printed in England by Staples Printers Limited at their Great Titchfield Street, London, establishment. 
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FILMS 


REVIEWS OF NEW PRODUCTIONS 


(Continued from page 236) 


The boards of big combines are 
not usually suspected of con- 
cealing a sense of humour which 
pokes fun at themselves. The 
film’s purpose was to instruct in 
entertaining fashion their own 
workers on how LC.I. grew to be 
the big concern it is. 

The parable of the ancient 
potter of Egypt, who sets out by 
camel to look for new markets 
for his pots, is apocryphal but 
great fun. Some of the points on 
the economic front are debatable 
generalisations, but they are put 
over—like the rest of the com- 
mentary—in some very clever 
humorous verse from the pen of 
Robert MacDougall. 

The diagrammatic and cartoon 
work of W. M. Larkins & Co. 
Ltd. is both sophisticated and in 
very good taste. 

Beg, borrow, or steal this film 
and enjoy a cinematic feast! 

* * * 
NEW weapon of “war” is 
moving towards the circu- 
lation battlefield, where the lead- 
ing weekly magazines are 
encamped. 

The weapon is 25 feet long, 
weighs 5 tons, carries a 35 mm. 
G.B. projector and a 16 mm. 
mobile projector assembly; has a 
lift stage for personal appear- 
ances; and provides front projec- 
tion which, under daylight 
conditions, promises to do 
yeoman service with its two new 
missiles, which are two 20 
minute films. 

The first, entitled “Between 
Friends,” will be a familiar 
caption to all the feminine 


FILM EDITOR 
WRITES... 

EN Lockhart-Smith, genial 

secretary to the Film 
Producers’ Guild, has been made 
a director of the company and 
of Gene Holdings. 

* 


ULIAN Wintle, whose feature 

film “The Dark Man” was 
made at Merton Park Studios, 
has now left the Film Producers’ 
Guild, where he produced 
several notable films for the 
Army. 

* 7. 

OR the many people who 

could only follow the Monte 
Carlo Rally in their newspapers, 
it will be welcome news that 
Shell commissioned Faro Films 
to cover the rally in film for a 
forthcoming issue of __ their 
Cinemagazine. 

* * * 

HE Regent Film Corporation 

have lined up a strong team 
of comic talent for their next 
sponsored film, provisionally 
titled “Cookery Nook.” 

Taking part are those popular 
TV artistes Terry - Thomas, 
Michael Bentine. and culinary 
expert Philip Harben, and Hattie 
Jacques, of sound radio fame. 


readers who turn the pages of 
Woman's Own, week by week. 
The film introduces to readers 
their main contributors going 
about their own private business 
without fuss or flurry. It is, in 
effect, a discreet cameo. 

The second film, “Family 
Favourite,” takes Tit-Bits readers 
racing with Persimmon, filling in 
football pool coupons under the 
paper’s expert guidance, or just 
reading the “Bitter Rice” serial. 

The mobile unit will carry 
both films to factory sites, street 
corners, and into clubs, Its 
effects on circulation will be 
watched with keen interest by its 
rivals . . . and no doubt with 
bated breath by George Newnes 
Ltd. and their internal organisa- 
tion, which made the film. 


pictures ! 


A familiar phrase of millions of 
potential and actual customers 
becomes a general trade slogan. 
You, the advertiser, can “go to the 
pictures”—treach this vast market 
—through PRESBURYS, the firm 
who first introduced the screen to 
National Advertisers. Unsur- 
passed in quality of production, 
PRESBURYS films, _filmlets 
(monochrome or coloured) and 
slides are proven _ media for 
successful results. 


PRESBLURYS 


S. PRESBURY & CO. LTD. 
Gloucester House 
19 Charing Cross Rd, London,W.C.2 
Whitehall 360! t 
«Member of the Association of Specialised 
Film Producers * ° 
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It’s child’s-play ..... 


Why all this trepidation 

and hesitation? No amount 
of permutation or combination, 
of.loud vituperation or 
condemnation will help this 
tiny wheel to find a home. 
There is one simple way in 
which to combat limitations 
and avoid complications— 
have a film produced by 


TECHNICAL AND 
SCIENTIFIC FILMS LTD 


(Temple Bar 2092) 


AN ASSOCIAITE OF 


THE FILM PRODUCERS GUILD 
: LIMITED 


UPPER ST. MARTIN’S LANE * LONDON - WC2 
Telestone> TEM. £420 


MEMBERS OF THE ASSOCIATION OF SPECIALISED FILM PRODUCERS 


GUILD HOUSE - 
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HOME COUNTIES NEWSPAPERS GROUP 
133,313 


ABC NET SALES JULY—DEC. 1950 


TRADE i PER 
DISPLAY S col 
FROM INCH 


The following are the average A.B.C. weekly net sales for the 
constitueat newspapers of the Group, showing the increase over the 
comparable period twelve months ago, and also the flat Trade Display 
rates for cach newspaper:— 


Oh ere Pioneer 


Jul/Dec Jul/Dec per Jul/Dec Jul/Dec per 


i 1949 1950 s/cin. 1949 1950 s/cin. 
’ The. Luton News (Luton) ... 39,431 39,325 12/6 Borough Gazette (Dunstable) 4,742 5,037 3/- 
: Saturday Telegraph (Luton) ... 24,944 26,745 7/6 Bucks Advertiser (Aylesbury) 7,643 8,298  3/- ' 
‘s Luton Pictorial (Luton) ... 18,922 19,622 5/- Harpenden Press (Harpenden) 2,521 2,681 3/- 


Herts Pictorial (Hitchin) ... 10,458 10,778 4/- Observer (Leighton Buzzard) 6,288 6,511 3/- 
West Herts Post (Watford) ... 11,220 11,652 5/- North Bucks Times (Bletchley) 2,604 2,664 2/- 


REPRESENTED IN LONDON BY WILL KITCHEN JR. LTD., 131 FLEET STREET, E.C.4 - Phone: CENtral 3754 
PROPRIETORS ‘ HOME COUNTIES NEWSPAPERS LIMITED, LUTON , Phone: Luton 5050 
Advertisement Manager — Claude W. Gilder 


the MAINSTAY ef LOCAL LIFE is tee LOCAL PAPER== 
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Few areas have better advertising facilities 
with greater appeal power 


HE term Home Counties, 

although its general sense 

is well understood, is an 
elastic one. This survey covers 
Greater London and the fol- 
lowing eight counties: Essex, 
Hertfordshire, Kent, Surrey, 
Bedfordshire, Berkshire, Buck- 
inghamshire, Oxfordshire. - 

Greater London has spilt over 
into the first four of these and 
has entirely engulfed Middlesex. 
Two thirds of Essex and Surrey, 
40 per cent of Kent and nearly 
a fifth of Hertfordshire have gone 
the same way. Indeed, of these 
eight counties only Bedfordshire, 
Berkshire and Oxfordshire have 
so far managed to escape from 
the influence of London's trans- 
port system, the boundaries of 
which extend far beyond those of 
London itself. 

All told there are about 
12,800,000 people here—a little 
more than a quarter of the popu- 
lation of Great Britain, Although 
there are some parts of the coun- 
try where the density of popula- 
tion is greater (Lancashire and 
Cheshire, for example), there are 
few parts of the civilised world 
where there is a greater concen- 
tration of people and a better 
chance of appealing to them by 
all the modern methods that the 
ingenuity of the advertising pro- 
fession can devise. What is more, 
in this small island developments 
in advertising and marketing 

plicy which have their origin in 

ondon or the Home Counties 
rapidly make themselves felt 
throughout the country. Busi- 
nesses of all types, multiple, 
chain and department stores, edu- 
cational and propaganda organi- 
sations and many organs of pub- 
lic opinion have their head- 
quarters in London and, aided by 
the constant stream of visitors 
from the provinces, help to 
spread new ideas and new de- 
mands throughout the country. 
* * * 
N the neighbourhood of a 
large urban concentration 
such as London, administrative 
boundaries tend to become blur- 


By B. D. COPLAND 
‘London Press Exchange Ltd. 


red, and south eastern England 
is often treated from the market- 
ing point of view as a whole, on 
the justifiable assumption that all 
who live here are affected to a 
considerable degree by the proxi- 
mity of the capital. 

There are at least four defini- 
tions of London and the Home 
Counties, all in current use and 
all different. The first is the 
Registrar General's Geographical 
Region entitled simply South 
East which corresponds with the 
area covered by this survey ex- 
cept for the fact that it contains 
also Sussex and Hampshire. Then 
there is the Standard Region— 
London and South East—which 
is used by the Ministry of 
Labour for, among other things, 
labour and employment statistics. 
The Hulton Survey combines 
several Standard Regions into one 
area which covers the whole of 
East Anglia and the south coast 
as far west as Dorset. Finally, 
Area V of the A.C. Nielsen Co.s 
Drug and Food Index consists of 
London and the five counties 
which have been encroached upon 
by Greater London. 

This is, to say the least of it, 
inconvenient for the marketing 
executive, and very often puzz- 
ling to the advertiser whose own 
sales areas may well differ, for 
practical reasons, from all the 


regions mentioned. The most 
straightforward way of dealing 
with London and the Home 
Counties is to ignore the larger 
geographical divisions and con- 
sider the population in three, or 
possibly four distinct strata, 
according to the size and import- 
ance of the towns in which they 
live. 

We are assisted in this task by 
the new edition of the Marketing 
Survey of The U.K. which de- 
votes a great part of its space to 


within their administrative boun- 
daries alone, 1,345,590 people. 
These are the towns in the Home 
Counties for which an Income 
Level Index figure can be pro- 
vided. 

Lower down the scale of im- 
pertance are the urban areas with 
populations exceeding 5,000 (in- 
cidentally about the lowest limit 
of economic poster cover). There 
are 80 of them and, with a total 
population of just over a million 
and a half they have an average 
size of 19,300. The remaining 
12 per cent of the people in the 
area covered by this survey live 
either in rural districts or in 
towns which are so small as to 


Areas covered by this Survey (Greater London, Essex, 


Hertfordshire, Kent, 


Surrey, 


‘ordshire, Berkshire, 


Buckinghamshire and Oxfordshire) contain over 12 
million people 


the provision of data relating to 
individual towns. In particular, 
the 145 largest urban centres are 
treated in detail and a new In- 
come Level Index has been pre- 
pared for them. 

On this basis, the ten counties 
can be divided as shown in Table 
I. Greater London, consisting of 
95 administrative areas, comes 
first and its 8,390,941 inhabitants 
account for almost two thirds of 
the total. Next there are 15 
towns or groups of towns, whose 
individual populations exceed 
45,000. These representatives of 
the principal urban centres form 
the second stratum and contain, 


I—POPULATION BY TOWN SIZE 


f 
Principal 
Urban Towns of 
Greater Centres 45,000- ; 
Total London (over 45,000) 5,000 Remainder 
Bedfordshire nt 307,350 _ 162,230 42,390 102,730 
Berkshire ... ... | 405,830 _ 115,500 3 197,970 
Buckinghamshire ... 383,030 — 66,610 109,755 685 
Essex os --. | 2,011,387 1,064,921 461,640 248,480 236,329 
Hertfordshir 5 596,010 115,500 73,250 241,226 166,034 
Kent + --+ | 1,546,710 461 J 9,5 | 330,62: 
London ... | 3,389,850 3,389,850 — — _— 
Middlesex --. | 2,285,650 2,285,650 ad _ _ 
Oxfordshire |.. | "281,180 — | 107,400 34,040 139,740 
Surrey . | 1,601,030 || 1,073,450 | 94,040 286,75 146,790 
Total 


|12,808,010 \ 8,390,941 | 1,345,590 


1,544,593 1,526,886 


be negligible from the marketing 
point of view. 
. ” * 
REATER London is divided 
into two very unequal parts 
by the river Thames. The popu- 
lation north of the river numbers 
5,295,661 while in the south 
there are 3,095,280 people. This 
division is not without its signi- 
ficance for advertising purposes, 
as the transport services are not 
the same on both sides of the 
river. In the north, for example, 
most parts are served by the 
tubes (London Transport), where- 
as in the south the same function 
is performed to a great extent by 
the suburban services of the 
Southern Region of British Rail- 
ways. This point is worth bear- 
ing in mind when the cover 
afforded by the various types of 
transportation advertising is 
under consideration. 

Within Greater London it is 
possible to distinguish at least 63 
distinct suburban shopping 
centres apart from the Central 
and West End areas. Their posi- 
tions can be plotted by reference 
to the pattern of road transport 
for it will be found that in most 
cases bus and trolley bus routes 
converge on the more important 
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centres of domestic and commer- 
cial activity. 

North of the river there are 
about 40 of these centres, small 
in the areas which they serve, 
but densely populated. Typical 
of these is Tottenham, with an 
area of about four square miles. 

Some of the southern shopping 
centres make their influence felt 
over much greater areas and 
Croydon, for instance, exerts an 
attraction on places as far away 
as Coulsdon in the south and 
Penge in the north. 

It is difficult to relate these 
shopping centres to administra- 
tive areas in every case, and their 
chief use is to indicate focal 
points for outdoor advertising 
and retail distribution. Data are 
available either for the individual 
boroughs and urban districts or 
for Greater London as a whole, 
and if the latter be chosen as 
the unit the magnitude of the 
market which lies within a radius 
of 15 miles of Charing Cross im- 
mediately becomes apparent. 

Greater London contains 
6,679,100 adults and 2,620,300 
homes. It has been estimated 
that about 40 per cent, or 
1,048,000 of these are homes 
where the chief wage earner is 
bringing in £400 a year or more. 
This is above the average for the 
whole country which is nearly 
to a figure of 30 per cent. 

The results of this excess of 
upper and middle class families 


are to be seen in the Index of 
Retail Trade where Suburban 
London is shown separately. 
Table Il consists of an extract 
from the current figures and 
shows that both the absolute level 
and the relative gain on 1949 is 
greater here than in Great 
Britain as a whole. In the same 
table the London Postal District, 
which, of course, includes the 
West End and Central London, 
is compared with the remainder 
of Great Britain; in every cate- 


gory except clothing London is 
ahead. ‘ . 


i hag 15 towns that qualify as 
first line marketing centres 
are considerably more important 
than their mere size indicates. 
From the point of view of income 
level, that is to say, the incidence 
of upper and middle class fami- 
lies, these towns are above aver- 


age. 

oThe Income Level Index of the 
Marketing Survey of The United 
Kingdom shows that all but two 
centres—the Medway Towns and 
Thurrock—are well above aver- 
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age. The base for the Index, is 
the average for the 145 towns in 
Great Britain with populations in 
excess of 45,000 and Table Lil 
shows that our 15 towns taken 
- have an Index figure of 


These towns, of course, serve 
a population very much greater 
than that within their own boun- 
daries. It has been calculated 
that between them they act as 
centres for an area of nearly 
2,000 square miles; indeed, their 


influence extends over more than 


a quarter of the whole area of 
this survey. 


os 


THE CHIEF URBAN CENTRES 
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In Bedfordshire, where Luton 
and Bedford are predominant, 
the area of influence of these two 
towns extends over more than 
three-quarters of the country, 
and the population which relies 
upon them for shopping facili- 
ties, work and _ entertainment 
numbers nearly a quarter of a 
million. 

Both Oxford and Reading are 
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cent of the population of the 
Home Counties outside Greater 
London. 

Six of these centres—Horn- 
church and Romford, Thurrock, 
Watford, Slough, Woking and 
Guildford—are served either al- 
together or in part by London 
4 _J Transport, and when the 80 small 

towns are examined it will be 
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KEEPING YOU ON THE MAP 


This van is one of a fleet of 60 employed by National Solus 
Sites to keep your posters well and attractively displayed. 
A map on this scale can only show the most important 
towns served by National Solus Sites ; in fact there are 
over 500 towns in England and Wales where National Solus 
Sites ‘ stand alone, carrying your message to the eyes of the 
people. Wherever you advertise, National Solus Sites can 
give your product the individual publicity it deserves. 


NATIONAL SOLUS SITES 


LIMITED 


56/60 STRAND, LONDON, W.C.2, + Telephone: TRAfalgar 4922-3-4 
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KENT ¢ SUSSEX ADVERTISING Getecee LTD 


CANTERBURY 


KAYESSADS 


“THE HERTS ADVERTISER 


CIRCULATES THROUGHOUT 


BUT REALLY COVERS 
THE HEART 


A . 
CERTIFICATE 
JULY .DEC 1950 


106 


32 


HERTS ADVERTISER PRINTING CO., LTD. 
DAGNALL ST., ST. ALBANS & BRANCH OFFICE HARPENDEN 


ADVERTISER'S WEEKLY 


HERTFORDSHIRE 


B-C . 


"Phone: ST. ALBANS 1020 (4 Lines) 


THE YEARS BETWEEN ... 


have been spent in accumulating un- 
surpassed knowledge of advertising in 
Our staff have 
also extensive experience of advertising 
and marketing in London, the Provinces 


the Southern Counties. 


and abroad. 


a r and 
G ranthamds of Re ading 
) - ~ 


ee rerrervrse< 


9-11 VALPY STREET, READING 


TEL. READING 60295-6 
a i OER ear ee 


* One of Britain ) 


“Most significant is the high place occupied by 
Guildford, where . . : 
incided with a great increase in population.” ; 


“Guildford has increased its population by 50 per } 
cent since 1931, and 
points above the average . . 
adove the average.” 
—Marketinge Survey of the 


* Covered by the 


A.B.C. 
MEMBER 


London Representative : 


ot ttite:.. 


. a high level of income has co- 


its income levels index is 17 - 
Woking’s is 14 points ' 

(Highest town is 19 points above.) 

United Kingdom, 
December 1950 


Surre 


Advertiser 


@ Largest circulation in W, Surrey. Mid-week 
and week-end editions. 


L. K. Cade, 143 Fleet St, E.C.4. CEN 6692 
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EAST LONDON 
ADVERTISER 


THREE PRONGED ATTACK! 


DAGENHAM 
POST 


WILL SELL YOUR PRODUCT 
IN THE HOMES OF 


PROSPEROUS SUBURBAN ESSEX 


ford, Wanstead, Snaresbrook, Lough- 
ton, cic. 


and the 


West Esser 


Gazette 


Covering 


Epping. Harlow, Ongar. Abridye, 
Iheydon Bois, North Weald, Roydun, 


Sawbridgeworth, Hatfield, Chigwell, 
etc. 


Combined rate 
on application to the Advertisement 
Centre, 161 HOE STREET, 


WALTHAMSTOW, E.17 
Tel.: LAR 3730 & 1368 


Head Office: Guardian House, E.17 
Tel.: LAR 430i (7 lines) 


ASHFORD BILLPOSTING CO. 


Posting carried out promptly in 
KENT, SURREY and SUSSEX 


Office : 
15, STATION RD. ASHFORD KENT 


Stores : 
2, ELWICK RD. -  Tel.: 154 


ee ~~ 

rom 

Series Rate j eunnsun 
17/- <i. 34 High Road, 

Iford,  3561/2/3 

FOR SUBURBAN and Since 1717 

RURAL WEST ESSEX IN THE HUB OF 

The PROSPEROUS 

Guardian ||| EAST KENT 
SERIES 
Wwelaomanem, Leyton, Leytonstone, 
Chingford, Highams Park, Wood- 


(Kentish Gazette) 


Canterbury 


KENTISH 
GALETTE 


London Rep. 

L. A. CADE 

143 Fleet Street, E.C.4 
CENtral 6692 


THE HOME COUNTIES 


found that 33 of these are also 
within the reach of London’s red 
or green buses. In fact, the coun- 
try areas round London that are 
served by London | ransport con- 
tain rather more than 1,350,000 
people, and there are only 10 
large towns—the Medway group 
and Southend being the largest— 
and 47 smaller ones which can 
really be treated as a separate 
marketing stratum in the Home 
Counties. 

The source of their relative 
prosperity can be judged from an 
examination of some typical em- 
ployment figures (lable IV). In 
Greater London, for instance, al- 
though manufacturing industries 
engage only about 29-9 per cent 
of the insured population, and 
engineering (one of the most 
highly paid occupations) is not 
above average, the distributive 
trades, professional services and 
insurance, banking and finance 
represent 23-6 per cent of the 
total as compared with 18°4 per 
cent for Great Britain. 

The Medway conurbation, 
which is the only heavily indus- 
trialised area in the Home Coun- 
lies, is less prosperous and re- 
sembles the whole country more 
in its occupational pattern. 


Rural Pattern Of 
Oxon And Berks 


Oxford and Berkshire have a 
much more rural pattern of work 
than any other of the Home 
Counties. Were it not for Ox- 
ford, which accounts for nearly 
all the engineering and vehicle 
category, there would be little 
activity here apart from agricul- 
ture, 

* . * 


N London and the Home 

Counties there is a situation 
which is unique as far as the 
Press is concerned. As the home 
area of so many national news- 
papers, both daily and Sunday, 
we find generally a higher reader- 
ship in these categories than in 
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any other part of the country. 

For example, readership of the 
national morning mewspapers 
stands at 93-1 per cent in the 
South-East Region of the Hulton 
Survey as compared with the 
national average of 80-2 per cent, 
and Sunday paper readership at 
93°5 per cent is also above the 
national average of 90-6 per cent. 


Circulation Of 
Nationals 


This, of course, does not mean 
that the regional readership of in- 
dividual national newspapefs is 
always lower in the provinces; of 
the five biggest, only two in fact 
have their highest readership 
figures in the south-east. In the 
same way, individual Sunday 
papers often claim a relatively 
greater allegiance in the provinces 
than in the south-east. 

In general, however, campaigns 
in the national mornings and 
Sunday papers can be expected to 
reach a high percentage of adults 
in the area with which we have 
to deal. 

It is when we come to consider 
the evening papers and weeklies 
that the difference between the 

rovinces and the Home Counties 

ecomes apparent, It is generally 
true to say that where evening 
paper readership is high 
readership of weeklies is low, and 


vice versa; extreme examples 
being in the south-west and 
Wales where evening paper 


readership stands at 54-2 per cent 
and that of weeklies at 73-1 per 
cent. 

In the north-east and north, 
too, evening papers claim 80-2 
per cent readership and weeklies 
only 35 per cent. To some extent 
this situation is connected with 
population density in that one ex- 
pects to find evening papers pre- 
dominating in towns and conur- 
bations where large populations 
can be reached within a short 
distance of the distributing points. 
Conversely, weekly papers, which 
can more easily travel further 


It A—INDEX NUMBERS OF SALES PER WEEK 


London Suburban | Great Britain 

1949 1950 | «= 1949 | 1950 
Non-food merchandise / 125 144 125 138 
Food and Perishables 120 138 118 132 
All merchandise... 121 140 121 134 


Il B—COMPARISONS OF WEEKLY SALES 1949-1950 


Remainder 
(Postal Area) Great Britain 

Food and Perishables ‘iia +134 +113 
Women’s and Children’s Wear ... + 75 +101 
Men’s and Boys’ Wear +151 + 15-9 
Furniture and Furnishings : + 15-1 +126 
Hardware and Electrical and Radio + 10-4 +100 
Musical Instruments and Music... + 63 -— 73 
Books and Stationery ae : —- 11 —- 61 
Jewellery, Leather, etc. ... + 05 — 37 
Chemists’ Wares . ee pad + 79 + 43 
Sports and Cycles ‘ ons one —- 73 -170 
Total Non-food merchandise (inc. other goods) + 95 + 85 

Total Sales +116 +102 


7 

| a | 
| 
Re anon. i 
az ; 
‘. 
| % 

11>? 

Dt 
5 eh ‘ 
—_— | 

; pF ee. ee 
i ' - - 


Fesruary 8, 1951 


III—MARKETING AREAS 


Town 
Population 


Marketing Area 


Population , Area (sq. m.) 


Hornchurch and Romford ... 
Medway conurbation “a 
Southend-on-Sea... one 
Reading ‘a 


176,640 


45,620 


Total | 1,345,590 


| 1,824,600 


IV—THE PATTERN OF WORK 


| | Oxford 
Great 
} Britain 


| Greater 


| and 
| London | Medway| Berks. 


iculture, Forestry, Fishing ... 
ining and Quarrying ... ae 
Non-Metalliferous Mining Products 


Metal Manufacture 


Engineering, Shipbuilding and Electrical Goods 


Vehicles : . we ua 
Metal goods elsewhere unspecified 
Precision Instruments, etc. oss 
Textiles... ous - 
Leather... a oan 
Clothing ... ae va 
Food, Drink and Tobacco 
Wood and Cork ... ee 
Paper and Printing = ‘ 
er Manufacturing Industries 
Building and Contracting 
Gas, Electricity and Water 
Transport and Communications 
Distributive Trades a ‘ 
Insurance, Banking and Finance 
Public Administration and Defence 
Professional Services... em 
Miscellaneous “a 
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afield, may be expected to serve 
the less densely populated areas. 

How is it then that London, 
with a population which is as 
closely packed as anywhere else, 
should have a readership figure 
for evening papers of about 70 
per cent and for weeklies about 
67 per cent—a very small differ- 
ence indeed? 

It seems that this is due to the 
predominantly “national” charac- 
ter of the London evening papers, 
which do not carry as much local 
news as do the provincial even- 
ings. In fact, the London evenings 
occupy a unique position in the 
British Press. Apart from Greater 
London, which is their home 
ground, they provide the only 
evening reading for such widely 
separated towns as Reading and 
Southend, and their combined 
circulations amount to 3,842,240. 
As a matter of interest, there js 
only one other evening paper in 
the Home Counties as defined for 
the purposes of this curvey. 

To a great extent, that which is 
national news to the provinces is 
local news for London, but 
despite the ubiquity of the Lon- 
don evenings there is still a need 
for organs of local opinion which 
can also act as a final connecting 
link between the householder and 
housewife and the retail distribu- 
tion points on which they depend 
This gap is filled by the week!y 
Press of Greater London and the 
Home Counties. For the purpose 


of localised advertising provincial 
mornings and evenings may on 
occasion fill the bill outside this 
area, but it would seem to be 
unwise to neglect the weeklies 
either in London itself or in the 
suburbs and surrounding districts. 
There is no lack of them, for 
there are 159 weeklies covering 
Greater London and 135 circulat- 
ing in the Home Counties. 


London Transport 
Ad. Facilities 


London, too, is unique in that 
its transportation advertiring 
facilities are, if not proportion- 
ately greater, certainly better 
known and understood than those 
in other parts of the country. We 
read, for example, in the British 
Transport Commission's _ latest 
publication that just about 58 per 
cent of the adults in Greater Lon- 
don use the transport services 
regularly and there is no reason 
to suppose that the other million 
and more people who live in the 
country areas do much less. 

In contrast to the mainly mass 
appeal of the Press, it is possible 
to some extent to direct transpor- 
tation advertising to specific sec- 
tions of the population according 
to their use of the different trans- 
port facilities and it is to be hoped 
that we shall soon learn even 
more about the travelling be- 
haviour of such important people 
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THE HERTFORDSIURE MERCURY 
and County Press 


aN 


THE EYES 
OF THE 
WORLD eee 


will be 
on the 
Southern 
Counties 


| displayed to the best ad- 
| vantage we can give you the 


HILL & SHERWIN LTD best billposting service. 


STANSHAWE HOUSE, READING 


SCREEN PRINTING 


RENART | 
STUDIO LTD | Ae 


foitt 
Gost, Noche 


EALING 3362 
» 4644 


oe ee ee pele hae fa 
oe ee eee 7 ae Ta . 
ie , _ eames el ee 5 ¢ 
: Pe 245 ee wi 
ie LL . : 
| Income PS es 
# Index a 
‘ a) oe 176,600 69 q aie 
; i 165,120 96 182,700 103 : 
ae 149,500 109 182,500 145 \A a 
x ‘#3 115,500 104 181,800 243 pede 
ton ~ aes | 109,240 102 136,500 111 Ke: 
. Oxford ane ce sd 107,400 113 160,900 277 me 
f E> kz lesa, oak 77,980 96 82,700 69 TS Prk 
ae Watford ... ee aN 73,250 113 103,700 45 Was es Seg cger® Sa 
Slough sare. aes ae 66,610 104 85,700 40 ON er AOP En S wo 4 + 
; Colchester ... ae a 57,520 105 103,200 | 215 gor de¥" ns mAd- ce™ a ee" 
Maidstone -. = 54,180 106 123,800 191 gM oP Ngee oh A a 
ES hey on a 52,000 109 112,300 257 ow Ny WE ects F git ue ae 
sr et 47.130 114 52,100 35 ors 2 oR icet wre ie 
I ahs wake > Sse 46,910 | 117 89,300 106 aX est vet, WE Got. nt a 
aes le = N.A. 50,800 37 Bren gO ne oe osit® <e 
> —_——— “ee WE 1 COP aged: per” : 
Pe | 16 ll 1,943 CS ed gy Pee Me ¥ 
: on oe \o wit’ v' \ ee 
ah a WW any 3 re os yo ya i att 
wor, aN ne v* gt: 74 
BY WE Ms CN. d 
ze eS Bre gd Meas Got g 
. ce «nets “comes ne = 
whi | _ is oe, " at. oes oe 
mI ‘ yo xis get ye® 3 
# sa .| % | 7 w Se a ae 
q Fi g + ow ¢ bel i 
5 ie) Nr SGOT ot goed a 
. ied con an yet Gy 
: { HES aye” ins y 
a) aa ‘\ Fore se! 
‘ “SNK | ae 
x md Mg 
: rN ee | i Bt 
me — bir 
OS Tat a 
Die): ae a 
eee ove : a 
2 _ a = 1 : 
le Total | 100-0 | ee : 
PS . j ey 
‘t a 
a a : € 
ine: 
¥ po + 
‘a “ta om 5 \) a 
Sa) — 
ial s ct 
é LAW _ 
NED _ 
1" . x 
Re -\ * this . 
a =< Summer en 
2 Ce aptamer —— Ron 
pe . : “4 
5 xc 
: j _ 
: , 
Eas t 
th ae 
ig my 
2 
;  . 
bi | iii, oi 
ue | ze me 
a hs 


pe 


ADVERTISER'S WEEKLY 


FORMULA OF HARD FACTS:— 


Compelling —_— First Class Media 
~ POSITIVE 
Imagination Market Research ——= SALES 


Advertising Expenditure 


FOR COOLLY CALCULATED 
PLANNED ADVERTISING 


SOLUS ARTS ADVERTISING 
21 Military Road, Chatham. Telephone : 45273 


TONBRIDGE-KENT 


Important Market town with Railway junction, 
many light industries, and a population of over 
20,000. Perfect coverage in an ideal test town. 


TONBRIDGE FREE PRESS 


THE ONLY NEWSPAPER PRINTED IN THE TOWN 
Head Office: 129 HIGH STREET, TONBRIDGE, KENT. Tel.: 2318 
London Representative: A. CLAY, 80 FLEET STREET, E.C.4. Tel.: CENeral 7500 


| 


Dover Lrpress & East 
Rent Hews 


ESTABLISHED 1858 
Complete coverage of important area of East Kent 
(Population 55,000) 
NET SALE 17,118 crember asc. 


MINING - AGRICULTURE - SHIPPING - MILITARY - LIGHT INDUSTRIES 
Average |2 columns Smalls weekly is proof of pulling power 


Get at Kent through 


The 


KENTISH EXPRESS 


94 High Street, Ashford 
Telephone: 4 (2 lines) 
London Representative : 
Mr. L. Watkins, 
143 Fleet Street 
Telephone : CENtral 448! 


Farming, now highly mechanised, is the major industry in many parts 
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of the Home Counties to-day. This busy scene shows machine lifting, 
cleaning and loading sugar beet crop. 


as the housewife. the male worker 
and the younger woman. 

An examination of the duplica- 
tion between transportation and 
Press advertising shows that about 
two-thirds of the regular travellers 
read an evening newspaper. If 
these figures are to be relied upon, 
it means that these two great ad- 
vertising media—the London 
evening Press and the London 
transport system—together prob- 
ably cover between 80 per cent 
and 90 per cent of all adults in 
Greater London. 

The planning of outdoor adver- 
tising in the Home Counties will 
be influenced to a great extent by 
a study of the towns outside 
Greater London and the sur- 
rounding countryside which they 
serve. Posting, for example, in 
all of the 16 towns with a popula- 
tion of more than 45,000 would. 
as can be seen from Table Ill 
give the opportunity of reaching, 
with varying frequency, an audi- 
ence of about 1.800.000. By in- 
cluding the 45 towns whose 
populations are less than 45,000 
but more than 15,000, the audi- 
ence might be increased to about 
three-and-a-quarter million. This, 
of course, excludes Greater Lon- 
don, with its densely populated 
suburbs and its metropolitan 
centre which must attract, at one 
time or another, the very great 
majority of the inhabitants of 
the whole area. 

The cinemas, too, both in the 
centre, the suburbs and the in- 
dividual towns, are a worthwhile 
medium. There are, in the Home 
Counties about 270 cinemas of 
varying size which take advertis- 
ing and rather more than 330 in 
Greater London. 

* * *” 


wt are the prospects for 
1951? 


There are items on both sides 
of the ledger. In the first place, 
the international situation and the 
shortage of raw materials are 
bound to have effect, even though 
these may not be felt as much as 
in those parts of the country that 
depend upon engineering for their 
prosperity. 

Already, in Oxford, a four-day 
week has been introduced for « 
large number of workers in the 
car factories and this may reduce 
their weekly pay packet from 


about £8 10s. to £6 16s. on the 
average. The shortage of coal 
will also be felt throughout the 
area in a reduction among other 
things of display advertising 
dependent upon artificial lighting. 

Despite these things, however, 
an increase in commercial activity 
in connection with the Festival 
of Britain may be expected. This 
must bring to the whole country, 
and to London in particular, a 
welcome stimulus to retail trade 
and entertainment and a conse- 
quent increase in the spending 
power of the people who make 
their living in London and the 
surrounding counties. 

In this Festival year the spot- 
light will be upon London, and 
the wise advertiser will see to it 
that his name and his goods are 
brought to the notice of all who 
live in and visit the capital city 
of the Commonwealth. 


END OF HOME COUNTIES 
SURVEY 


First with the News! 


ROMFORD 


TIMES 


LARGEST LOCAL NET SALES 


WEDNESDAYS 24 


Circulates in the thickly 
porulated areas of 
ROMFORD, HORNCHURCH, 
UPMINSTER, BRENTWOOD, 
DAGENHAM etc. 


A.B.C. 


NET SALES 


26,243 |10/- 


COPIES PER WEEK 
for the six months | Per inch 
January to June 1950 single col. 


ROMFORD TIMES OFFICE 
7 HIGH STREET, ROMFORD 
Telephone: 5213 
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ORDERS FOR TOMORROW 
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There are four Teleprinter Machines at 19 New 
Bridge Street, and through them pass most of 
the orders from London Branch to the great 
Paper Warehouse across the river at Battersea. 

London is the largest of the Firm's Branches 
—there is one in every major city in Great 
Britain — and it serves an area bounded roughly — 
by Yar th, Northampton and Weymouth, It 


is doubtful if the exact number of orders arriving 


:daily from this area has ever been computed. 


From 3.45 until 4.30 in the afternoon is the 
busiest time. It is a standing rule of the Firm 
that all orders received in the Warehouse before 
4.30 p.m. have to be sent out the following morning. 
Battersea possesses an extremely efficient private 
transport system. Thus clients enjoy, what is in 
fact, a delivery service unique in the Paper Trade. 
Couple this with the great variety of selected 
papers and boards normally available and you 
have one of the undoubted reasons why so many 
orders and problems tend to come sooner or later 
to be dealt with at 19 New Bridge Street, or at 
one of the fourteen Provincial Branches of :— 


SPICERS 


THE PAPER MAKERS 


_ 19 NEW BRIDGE STREET (CENTRAL 4211) AND BRANCHES 
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ADVERTIISER’S WEFKLY 


RADIO ADVERTISING 
IN U.S.A. 


NEED NOT BE EXPENSIVE 


—need not be wasteful, 
need not be complicated 


Few British advertisers can afford radio network 
advertising in America, few need the unselective mass 
coverage which it provides. The mounting of a popular 
sponsored programme cannot be easily undertaken and 
inevitably runs into big money quite apart from the 
cost of time. 

BUT — WQXR (The New York Times Radio Station), 
with its consistent record of broadcasting good music, 
offers you a highly selective audience of 515,000 
families in the New York market and many further 
afield ; and it offers you the programme ready made 
and without extra charge. The advertiser is of course 
consulted on the type of programme, but it must be 
one which is acceptable to WQXR’s listening public. 

r 
WOXR are 
is the right medium for British Quality Goods 


because: 


It caters for a selective public — waste is minimal. 


@ Its audience expects a high standard —and gets it every 
time. 


@ Its listeners are loyal — use WQXR for 62°, of their 
listening. 


@ \t offers you the cream of the New York Market — where 
sales of imported goods are highest. 


Plus listeners in 21 States and in Canada. 
Its listeners have high incomes —48°% over $5,000 p.a. 
88:8°. of its listeners are adults. 


its rates are reasonable — $60 to $240 per half hour for 
sponsored programmes, spot announcements $14 to $50 
— series rates are available. 


WOQXR 


THE RADIO STATION OF 
The New Pork Times. 


now represented in U.K. by 
JOSHUA B. POWERS LTD. 


14 COCKSPUR STREET, 
Tel 


LONDON, S.W.! 


WHitehall 3305-6, 3366-7 


* 
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PROOFS AND 
PUDDING 


HE proof of the pudding is 

in the eating: the proof of 
the pack is in the selling. This 
month for a change I give my 
opinions after they have been 
verified by events. 

The facts were supplied by my 
local grocer and relate to two re- 
cently stocked lines. One has 
stayed on the shelves ever since it 
came in, the other has been sell- 
ing like hot cakes and will very 
quickly be sold out. 

Ah! you may say, that is ail 
very well but how do you know 
that the success of the ohe and 
the comparative failure of the 
other has anything to do with the 
design of the packs? Let us 
examine the facts and see. 

First, the success story. Man- 
ners Neapolitans are well known 
in Vienna, where they have been 
sold for many years, but they 
have only just been imported 
into this country and were quite 
unknown to British shoppers. 
They could not have sold on their 
goodwill—because this did not 
exist, either in relation to the 
article or the maker. The sales 
could not have been stimulated by 
advertising because there has 
been no advertising. 

As a matter of fact most people 
had no idea what the product 
was when they saw it, and had 
to ask the shop assistant what was 
inside the packet, (It is an in- 
teresting fact that most people are 
literally too lazy to read; they 
would much rather ask someone 
else a question than read the 
answer for themselves. Had the 
pack been less attractive this 
might have been a considerable 
disadvantage.) 

As about a third of the women 
who came into the shop were 
sufficiently intrigued and attracted 
by the pack to inquire what was 
inside, it required only a most 


elementary salesmanship to 
transfer the product from counter 
to shopping basket. 

The design is certainly a most 
attractive one and has apparently 
been specially developed for the 
export trade. In Austria a pink 
label bearing the trade mark St. 
Stephens Cathedral is traditional, 
and the adoption of a completely 
different style aimed at appealing 
to British buyers shows that there 
is nothing accidental about its 
success over here. 

The designer's adoption of a 
hazelnut sprig was a happy in- 


REVIEW OF 
PACKAGING 
by Ronald Vickers 


spiration and the motif had been 
depicted with perfect balance and 
sympathy. The framed drawing 
of the cathedral seems just right 
pictorially; it does not obtrude 
itself too aggressively nor appear 
as a bashful and unimpressive 
hallmark whegse no one can see it. 
So many times have I seen titles 
printed in hideously distorted 
shapes that it is a pleasure to be 
able to show that it is possible 
for print to depart from the hori- 
zontal with really pleasing effect. 

Altogether I regard this design 
as first rate, both aesthetically and 
commercially and I commend ‘ts 
study to all who have been led 
to believe that the serious pur- 
suit of package designing is “n 
over-rated if not a useless pas- 
time. 

For a complete contrast the 
pack which entombs rather than 
encloses the Goblin Currant Pud- 


“About a third of the women who came into the shop were sufficiently 
intrigued and attracted by this pack to inquire what was inside. 
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is the title of a folder produced by 
Autotype explaining how GIANT 
PHOTOGRAPHIC EN- 
LARGEMENTS are made and 
how they can be used. There is a lot 
more in this than your might think. 
The folder is easy to read, well illus- 
trated and worth having. We must, 
perforce, conclude with: WRITE OR 
PHONE FOR YOUR COPY 
NOW ! You will ? 


ah 
Wa AUTOTYPE 


set the scale for enlargements . 


The Autotype Company Limited, Brownlow Road, West Ealing, London, W.13. 


THE universal FILING CABINET | | 


*READYRECORD’ comprises 


entirely new 
features .... 


TOP SECTION: 


@ 200 suspended files 


@ FOOLSCAP | 
or QUARTO 
or BOTH 


@ ARTWORK | 
up to 3’ x 2’6” | 
LOWER 
SECTION: 

@ Filing trays 

®@ Box files 

® Books 

@ Impedimenta | 

@ Fitted with | 

sliding doors 

£17°6-°6 
EX WORKS TAX 

PAID 


Pat. No. 588335 andj 
Pat. applied for. 


= aaa ema Eat STEEL STORAGE “@ 
PADDINGTON GREEN WORKS, W.2. 


AMBassador 1661-6 © 
SHOWROOMS: 106 VICTORIA ST., S.W.1. ViCtoria 4238-3485 


ALing egI- 2-3 


all-purpose 
Process 


White 


WHICH PHOTOGRAPHS 
ITS TRUE VALUE 


First in the field with Chinese 
White 116 years ago, Winsor & 
Newton are now proud to announce ALBALIN, the newest, finest white 
obtainable today for every kind of process work. Intensely brilliant and with 
an opacity previously associated only with lead whites, ALBALIN re- 
presents everything you've wanted and waited for so long. It photographs 
its true value and its high degree of obliterative power permits thinner ap- 
plication, which means quicker drying and economy. Its free flowing qualities 
make it ideal for use with brush, ruling pen and air-gun. It does not crack 
or chip. Finally, notwithetanding that it is the finest process white you 
can buy, ALBALIN costs no more. 
Prices are :— 
4-02. (fl. cap.) Glass pots . . 
1-oz.(fl.cap.) 5 » 
4-/b. (4 02. fi. cap.) Glass pots 31. 6d. each 
1-lb. (Boz. fl. cap.) » » 68-.@d.each 
Winsor & Newton Lid., Wealdstone, Middx. Also at New York & Sydney, N.S.W 
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July—Dec. 1950 
A.B.C. Figures 


London Representative : 


CAMBRIDGESHIRE TIMES 


GROUP 


65,123 


TIMES BUILDINGS, MARCH 
Tele : 2368 (2 lines) 


MR. W. H. WALMSLEY, 69, FLEET STREET 
Tele : Central 9353 


Copies 
Weekly 


@ Photo Litho Printing. 


Equipped to execute ali stages of 
Varityper, Lithographic Printing 
and Duplicating, we are, however, 


3S RATHBONE ST... W. 


COMMERCIAL AID PRINTING SERVICE 


Offer the complete 
Varityping Service 


@ Setting for Photo Litho. 
@ Direct Plate Setting for Multilith and Rotaprint users. 
@ Lithographic Duplicating. 


prepared to undertake any phase 
of the process for firms with their 
own equipment. 


| 


MUS. 0653, 4103 


MAKE A SPEECH 
at, short notice ? /. 


—at a sales conference or 
publicity convention? Or 
preside over either?—or 
over a club or business 


mecung? Here is a 
treasury of original ideas 
and practical aids to help 
you to 


successfully and -——. ™\ 
effectively. 


75 witty anecdotes and sure-fire stories 
from which to start your speech. A few 
well chosen words to introduce a speaker. 
An apt and timely response if you your- 
self are being introduced. What to do 
should a much advertised speaker fail to 
appear. How to deal with a heckler 
374 pages cover 2,000 items, including 
100 introductions and responses, 400 
epigrams, 100s unusual stories, 400 
anecdotes and 1,000 quotations! 


OVER 25,000 COPIES SOLD 
THE TOASTMASTER’S HANDBOOK 
has a thousand-and-one uses for Advert- 
ising Agents, Sales Mana- 
gers and other business 
men who wish their speeches 
to strike home. Make sure 
of your copy while stocks 
last—use coupon below. 
Money back guarantee. 


To: A. THOMAS & CO. (THAW) 
111 Buchanan Street, Blackpool 
Send me The TOASTMASTER'S HANDBOOK 
@ POSTPAID (! enclose 32.) 
@ C.0.D. (I will pay postman 33/5) 


NAME coccccccccccscccccccccsceseseses 


Pid you wer have to 


CARAVAN 


THE PERSIAN 
GULF WEEKLY 
Please record type areas: 
Page 93°73" 
93"x3}” 
+P. or 
4}"x7}" 
+P. 4}°x33’ 
23°x33’ 
iP. or 
4}°x1}" 
se "x3§” 
fy P. or 
23"x1}’ 


All Particulars on Middle East Press from 
GEORGE YOUNG 

OVERSEAS PUBLICITY & SERVICE AGENCY [> 

UO. Fleet St.London.£.04 Cen 549467870 


Review of Packaging—continued. 
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ding. Only the combination of 
acute hunger with what a Vic- 
torian housewife would have 
called gross laziness could have 
induced any women to purchase 
such a dreary looking product, 
rather than make her own. In 
the food trade cleanliness is next 
to profitableness. yet the large 
expanse of white cardboard 


surrounding the printed label 
ensures that this unfortunate 


“Impulse sales for this product 
must be non-existent.” 


package will appear on_ the 
counter with a collection of dust 
and fingerprints that will vary 
with the circumstances but will 
always be unwelcome to both re- 
tailer and customer, 

The trite diamond shape, the 
dull print and the duller colour 
show a paucity of imagination 
equalled only by the optimism of 
those who ventured to launch 
such a woe bedecked “pudden” 
on the market. 

* * * 


DURING THE DAYS when mar- 
malade was rationed a well-known 
politician made one of those 
world shaking discoveries that 
only a politician would believe 
was a discovery at all. He re- 


ported that, as a result of much 
thought and observation he had 
uncovered the fact that if one 
transfers marmalade direct from 
its original container to a slice 
of bread and butter none is 
wasted by being left on the dish 
or plate. 

Unfortunately, at about the 
time that this revelation was 
made, manufacturers were com- 
pelled, because of shortages, to 
pack their pro- 
ducts in packages 
that were far from 
being an asset to 
the decoration of 
the breakfast table. 

For myself the 
act of digging 
down into a half 
empty tin at 7.30 
in the morning al- 
most destroyed my 
enjoyment of 
Frank Cooper's 
marmalade once 
and for all. The 
only thing that 
made it bearable 


V.LP.’s were 
probably doing the 
very same thing 
with the very same 
marmalade if not 
at the same hour. 
No doubt those people who 
really appreciate this marmalade 
and prefer its flavour to that of 
any other recipe would continue 
to buy it even if it were conveyed 
to them in an oilskin sack. But 
what about the millions who re- 
main to be converted? Impulse 
sales must be non-existent. 
Perhaps the manufacturers con- 
sider that the relatively high price 
of their article rules out the hope 
of impulse sales anyway. They 
may even consider that the pro- 
duct would not show to good ad- 
vantage in glass, its superiority 
being discoverable only to the 
palate and not to the eye. But 
if Coopers were to use a jar that 
was a superior jar with a label 
that was a superior label, then 
it could be displayed on the 
counter and in the window and 
. . well, you know the rest. 


Foster Clark Range Re-dressed 


Foster Clark's range of cartons 
and labels is being re-designed 
by Publicity Arts Ltd. Dominant 
motif of each design is an 
inverted black 
triangle, which, 
appearing on every 
pack and label, 
makes a_ simple 
and quickly recog- 
nisable pattern in 
display on shelf or 
counter. So far, 
five products have 
been re-styled and 
others are on the 
way. 

Printing of the 


17 


gravy browning 


label is by Brown Bibby 2 
Gregory Ltd. E S. & 
Robinson Ltd., Bristol, did Fw 
30-second Soup Mix label. 


FOSTER 
CLARKS 
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The 
Sroteman 


circulates throughout Scotland 
and is recognised at home and 
abroad as the country’s most 
influential newspaper. Adver- 
tisers in THE SCOTSMAN achieve 
country-wide coverage of Scot- 
land’s most important middle 
and higher class markets. 


SCOTLAND’S NATIONAL NEWSPAPER 


63, Fleet Street 
LONDON, E.C.4 


North Bridge 
EDINBURGH 


HHA KA 


Y 
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, 
STITCHCRAFT 


Stitcheraft Ltd., Great West Rd., Brentford, Middlesex 


is more than read— 
it’s kept and studied 


ABC NET SALES 299,872 COPIES A MONTH 
£168 a page — Type area 8}” x 6” 
Advertisement Manager 8. H. BOWDEN 


Telephone EALing 6283 


THE WORLDS MASTER TYRE 


Oe lM MR a OI Tega ht 


in weeklies 


Oe De es 


monthlies and 


PE hile A em OT tar 


quarterlies 


you will always find the 


printed product of the 


LINOTYPE 
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HAVING covered the agency 
side of advertising pretty 
thoroughly, P. O. Barnett is 
now fulfilling his ambition of 
tackling the manufacturing side, 
following his appointment as ad- 
vertising manager of Manfield & 
Sons at Northampton. Barnett 
has gone there from Graham & 
Gillies, where, during four years 
as account executive, he handled 
the Manfield account along with 
a number of others. 

Barnett received a very 
thorough training in advertising 
with J. Walter Thompson. Just 
before the war he was in their 
radio department, working with 
Guy Bolam (now representing 
Radio Luxembourg in New 
York). 

His war career was not un- 
eventful. He went to Europe with 
the Canadians, going through 
France, Belgium, Holland, and 
Germany, finishing up with the 
Territorial Decoration, a Mention 
in Dispatches, and the rank of 
major. For a few weeks, even, 
he commanded his regiment, 
though without getting the rank 
of colonel. 

At school he was pretty good 


Mainly Personal— 


By CONTACT 


at most games, but soon found 
himself hopelessly outclassed at 
running by his fellow-scholar, 
Sidney Wooderson. But then, 
who wouldn't be? 


* * * 


TWO YOUNG men who have 
already made their mark in the 
world of colour photography are 
McLeish and Macaulay. They 
have been asked to do the three 
thousand transparencies for the 
Festival of Britain “Design Re- 
view”; and when I saw some of 
the lovely pictures of pottery at 
their Kensington studio the other 
day, I was not surprised that they 
had landed this very important 
contract, 

Both men are 26. G. A. Mc- 
Leish, the creative and technical 
partner, trained at the Wimbledon 
School of Art in painting, draw- 
ing, design, pottery and, subse- 
quently, photography. For a 
while he was with Carlton Studios 
—from which a number of not- 
able photographers have gradu- 
ated, He started Keystone Press 
Agency’s commercial department, 
and was C. & E. Layton’s creative 
colour operator. Incidentally, he 
is a trade master of the Society 


for the better 


Even in these days of limited appropriations and 
higher advertising costs, the space buyer finds 
means of adding ‘the better’ media. 

There is reason to include ‘THE UNIVERSE’ under 
this heading, for the rapid change in net sales can 
only emphasise the value of the editorial columns 
and the consequent increase in pulling power of 


advertisements. 


A.B.C. figure — June 1950 231,723 copies weekly 


PRESENT SALES EXCEED 


238, 


copies weekly 


ee 


Buy in the right market and get 
QUALITY - QUANTITY - RESULTS 
at 40|- per s.c. inch 
No national appropriation is complete without 


The Universe 


FIELD HOUSE: BREAMS BUILDINGS: LONDON EC4 


of Lithographic Artists, Designers, 
and Process Workers. 

His father, Donald McLeish, 
the noted photographer who ac- 
companied a number of inter- 
national expeditions, has left his 
son a huge library of magnificent 
pictures of many countries. 

J. D. Macaulay, the business 
director, was already practising 
photography in a semi-profes- 
sional way when he joined forces 
with McLeish in January 1949. 
Since then they have turned out 
much fine work for a number of 
organisations, including Olympia 
Ltd. and Wedgwood, the pottery 
people. 


a x * 


A COUPLE of years ago, at the 
Mansion House, | saw the then 
Lord Mayor of London give his 
blessing to a scheme to send pic- 
torial maps of London to mayors 
of English-speaking towns all over 
the world. The other day, at 
Blandford Studio, off Baker 
Street, I found William Edward 
Bevan, presiding genius of Pic- 
torial Maps, with joie-de-vivre 
unimpaired despite the fact that 
his broken right arm was in a 
sling following a recent argument 
with a bus. 

Also unimpaired is the demand 
for these magnificent London 
maps, framed copies of which 
hang in the House of Commons, 
Congress Library, and cities in 
many lands. The maps of Oxford, 
Cambridge and _ Stratford-on- 
Avon are almost equally well 
known and are just as attractive. 
Bevan tells me that a “civic 
series” of such maps is now being 
planned. For the Festival cf 
Britain, the London map has been 
partly redesigned to include the 
South Bank. As reproduced on a 
silk scarf that he showed me, it 
would turn nine women out of 
ten into kleptomaniacs. 

A member of the Publicity 
Club of London and a founder 
member of the Publicity Club of 
Leeds, Bevan has thought up 
many bright ideas in his time. He 
claims, for instance, to have 
originated smoking  advertise- 


| ments on railway-carriage window 


stickers. 

Although his right arm is hors- 
de-combat, he has a first-rate 
right hand in the person of his 
daughter, Mrs. Margaret Dru, 
most efficient of secretaries. Mrs. 
Dru, who lost her husband at 
Singapore, is to marry Dr. Hans 
Nord, a Hague jurist and, like 
herself, an enthusiastic supporter 
of the World Federal movement. 
If ever that dream materialises, 
perhaps Pictorial Maps will be 
able to make an attractive picture 
of the centre of world govern- 
ment—if, when, and where it is 
ever established! 


* * * 


LIKE most railway publicity 
men, S. Bollon was in railways 
before he was in publicity. He 
joined the Great Northern at 
King’s Cross Goods in 1920, and 
went subsequently to the Chief 
Goods Manager’s statistical office 
and, later, the canvassing office of 
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the L.N.E.R. It was not till 1927, 
after gaining station experience, 
that he 
joined _ the 
advertising 
department. 
1931 saw 
him junior 
Canva sser, 
ad v ertising 
de partment. 
A year later 
he became 
district com- 
mercial ad- 
vertising 
agent in 
Glasgow, 


and in 1937 S. Bollon 
was pro- 

moted to similar position in 
London. 

Since then he has moved 
steadily upwards to his new 


position of assistant publicity 
officer, Railway Executive. 


* x * 


SOME MEN work their way up 
into advertising. Major T. W. 
Willans has dropped into it. Al- 
most literally—he is a parachutist. 
As advertising manager of Den- 
ham Air Advertising, he proposes 
to apply all types of air stunt 
work to advertising, with particu- 
lar attention to seaside holiday 
resorts. The use of a parachute 
with wording on it, operated 
by a girl parachutist, is one idea. 
Experiments in  banner-towing 
have already been carried out. 

33-year-old “Dumbo” Willans 
has never been able to resist the 
“bright eyes of danger.” At 16 
he went to Australia; and, among 
several interesting and unremun- 
erative occupations, he was a 
professional roughrider in a 
travelling rodeo. But it was 
through serving as a Pathfinder 
parachutist during the war, and 
on military research, that he 
found his true métier. 

Leaving the Service, he oper- 
ated as a free-lance tester, and 
made the first-ever drop with a 
fully automatic safety parachute 
from 16,000 ft.—with a 52 seconds 
free fall before the parachute 
opened. In August 1950 he 
dropped 25,000 feet on the first 
test of another automatic para- 
chute, this time with a free fall 
of 72 seconds! He has per- 
formed at twenty British and 
Continental air displays in the 
past two years, as well as dabbling 
in film stunt work. 


WEEKS WISECRACK 
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PUBLICATIONS NEWS AND NOTES 


Introducing 
New Kemsley 
Quarterly 


A novel method of presenting 
the new quarterly Home-Making 
to the trade has been adopted. A 
four-page folder, its front a full- 
size, full colour reproduction of 
Home-Making’s cover bearing an 
overprint “Another New Kemsley 
Publication—And a Best Seller,” 
is being sent to newsagents and 
wholesalers. Inside pages contain 
announcements explaining the 
scope of Home-Making, together 
with extracts from the first issue 
which goes on sale on February 
15. Back page of the folder con- 
tains an advance order form. 


* * * 
February Fashions & Fabrics 
Overseas has, as an advertising 
feature, the latest creations from 
members of the London Couture 
Group and the London Model 
House Group with emphasis upon 
the name and address of the 
manufacturers of material em- 
ployed. This feature has now 
been appearing for some time. 
The makers-up are not always 
linked with the same fabric house, 
and in one issue a third party, 
the International Wool] Secre- 
tariat, also co-operated. 
* * 


Latest number of Packaging 
Abstracts contains the first issue 
of Patra News—Packaging Divi- 
sion, a four-page news-sheet (84 
in. x 54 in.) which, for the present, 
replaces Patra Journal. 

* * 


National Trade Press, pub- 
lishers of Furnishing, have pro- 
duced a four-page folder on semi- 
stiff art paper to promote their 
book, Survey of the British Fur- 
nishing Industry. 

* * oa 

First issue this year of British 
Vogue Export Book surveys new 
Lancashire cottons and rayons 
for summer, in black and white 
and full colour. Four pages with 
colour photographs cover wool- 
lens and worsteds. About half 
of this 100-page issue consiits of 
advertisements. 

* * * 

A colour front cover has now 
been introduced as an occasional 
feature of Women’s Wear News. 
That for January 25 carried a 
colour advertisement for beach- 
wear. 


In October Millington Publica- 
tions will issue the first number 
of The Londoner, “Britain's 
Magazine for America.” The first 
issue will have a printing run 
of 30,000 copies. Printing and 
art work will be of a high quality 
and it will be sent out, on a 
carefully selected mailing _ list 
throughout the dollar markets, 
with the object of securing a sale 
at three dollars per annum or £1 
per six issues. Beverley Nichols 
will write the London letter; 
twelve Punch drawings will be 
reproduced each two months; 
and theatres, films, records, and 
books will be treated in the same 
way as the New Yorker does. 

* * * 

The New Beacon, organ of 
blind welfare, published by the 
National Institute for the Blind, 
is now being produced in Braille 
as well as letterpress. 

- * - © 

Collins Magazine is running an 
unusual competition in the March 
issue. The editor has invited 
readers to “edit the magazine for 
a month.” Readers will submit 
complete plans for an issue— 
stories, articles, photo-features, 
and a competition. The winning 
entry will be used for the Sep- 
tember issue. The prize will be 
a week in London during the 
Festival of Britain. 

* * * 

Norman Kark Publications are 
to publish The British Tractors, 
Farm Machinery and Implements 
Year Book under the official 
guidance of the Society of Motor 
Manufacturers and Traders, the 
Agricultural Engineers Associa- 
tion and the British Agricultural 
Machinery Manufacturers Export 
Association. 

It is being compiled by W. J. 
Rand who was associated with the 
Ford Motor Company for over 
twenty years, latterly as publi- 
citv manager. 

The book, plus six bi-monthly 
supplements, will sell at £1. 

* * * 

The February issue of 
Chemical Products lays emphasis 
on export and contains a fore- 
word by Sir Cecil Weir. chairman 
of the Dollar Exports Board. 

* * * 

Window bills advertising the 
availability of Life were sent out 
to newsagents last week. 
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SPECIALISTS IN DESIGN AND 
PRODUCTION OF BROCHURES 
CATALOGUES AND SALES 


PROMOTION MATERIAL 


WALSALL JN 
WONDERLAND 


Ti Someone whispered Lithembos — 


P Dee uses seals thet se//* 
~ tried them toe, now smiles because 
's Trade has Grown as well 


Lithembos seals are printed or em- 

bossed on paper and on metal. Write 

for free samples and see for yourself 
their glowing elegance. 


WALSALL LITHOGRAPHIC CO. LTD. 


ASTRAL ARTS GROUP LIMITED 


245, Vauxhall Bridge Road, London, S.W.1. 


Tel. : Vie. 5303/6 


SL 


MIDLAND ROAD, WALSALL 


4 and 29. LUOGATE HILL. LONDON. E.C.4. 


Wustrations after Sir john Tenniel by permission Wa't Disney-Mickey Mouse Ltd 
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ADVERTISER'S WEEKLY 


CURRENT ADVERTISING 


Tootal To Advertise Individual Fabrics Again: 
L.P.E. Appointed To Launch American Children’s 
Shoes Here: £40,000 For Morocco Sardines Ads. 


Semi-teaser advertisements 
now appearing in nationals for 
Lystav fabric are the forerunners 
of an extensive campaign for 
two fabrics by Tootal, Broad- 
hurst, Lee Co., Ltd., which is ex- 
pected to break during the week 
of February 25. The two fabrics, 
which are slowly coming into 
greater supply, are Lystav and 
Tobralco. They will be pro- 


Cadbury Account 


For C.P.V. 
Cadbury’s, the chocolate 


and cocoa manufacturers, 
have appointed Colman, 
Prentis & Varley Ltd. to 
handle their Cup Chocolate 
advertising 


moted jointly in an introductory 
concentration of advertisements 
using large spaces in national 
dailies and a full page in the 
Radio Times of March 2. Subse- 
quently separate campaigns will 
commence in a large list of 
women’s weekly and monthly 
magazines, Agents for Tootals 
are W. S. Crawford Ltd. 


NEW_ ACCOUNTS 


To London Press 
Ltd.: Jumping Jacks, famous 
American children’s shoes (in 
sizes 2-10) which are being intro- 
duced to this country by Unifor- 
mity Shoes Ltd. The range 
comprises both shoes and sandals 
and is at present being sold by 
Fortnum & Mason, Marshall & 
Snelgrove, Cockaynes of Sheffield 
and other leading department 
stores. Other outlets are under- 
stood to be interested. Advertise- 
ments are appearing now in shoe 
trade Press. Insertions are also 
planned in Good Housekeeping, 
Nursery World, Childhood. 
Parents, and Mother. 

To Havas Ltd: French 
Morocco sardine industry. Cam- 
paign for Moroccan sardines will 
open this spring in national dailies 
and Sundays, selected women’s 
magazines, illustrated weeklies, 
and grocery trade Press. Budget 
for the campaign is £40,000. 

To Frank Gayton, Leicester: 
Frears biscuits. Campaign in 
provincial dailies. 


NEW_ CAMPAIGNS 


For Cherry models. it has been 
decided that as the bulk of the 
firm’s business comes from pro- 
vincial stores and shops, the 
bulk of the advertising appropria- 
tion is to be devoted to support- 
ing these stockists. The campaign 
has now started with full pages 
in women’s wear trade papers an- 


nouncing this policy. Half-pages 
have been booked to appear in 
about 20 provincial evenings, in- 
cluding a_ half-page in two 
colours in the Glasgow Citizen. 
Smaller spaces will appear during 
spring in about 100 other provin- 
cial newspapers covering areas 
where Cherry Ltd. have stockists. 
Half-pages are also booked in 
two London evenings, The Star 
and the Evening Standard, and 
a full page in Vogue. Escalator 
panels have already been posted 
in London Underground stations. 
A number of novel window dis- 
play pieces are being distributed 
to stockists. Agents: Geo. J. 
Smith & Co., Ltd. 

For Camilatone toning sham- 
poo, six months campaign in 
selected popular women’s weekly 
magazines. Agents: Gordon & 
Gotch Advertising Ltd. 

For Fab synthetic detergent 
and Ajax “foaming” cleanser, 
products of Colgate—Palmolive 
Peet Ltd.,)in trade Press announc- 
ing retail price increases. Agents: 
Masius & Fergusson Ltd. 

For Brooklax chocolate laxa- 
tive, product of Westminster 
Laboratories Ltd. in popular 
weeklies and Glasgow, Aberdeen 
and Dundee papers, from April 
to the end of the year. Agents: 
Greenly’s Ltd. 

For Bowersburn Vellum writ- 
ing papet, product of Macniven 
& Cameron Ltd., in women's 
journals. Agents: Stowe & 
Bowden Ltd., Newcastle. 

For Pickering’s tinned peas, in 
national Sundays and London 
evenings. Agents: Winter Thomas 
Co., Ltd, 

For Blue Circle group of 
cement companies, single inser- 
tions in four nationals under the 
heading “Cement does it again!” 
listing total deliveries of the 
group during 1950. Agents: 
London Press Exchange Ltd. 


A corner of the reception room 
of Ronson’s service department, 
in the Strand, London, which has 


recently been completely re- 
designed by W. M. de Majo. 


For Vick vapour rub, product 
of Vick International Ltd., an 
after-‘flu. campaign under the 
heading “Watch out for colds 
that follow ‘flu.’ This campaign 
will run in national dailies and 
Sundays, and provincial mornings 
and evenings.—the same media 
as were used for the rush cam- 
paign during the epidemic now 
coming to an_ end. Agents: 
Lambe & Robinson Ltd. 

For Olwin soap, product of 
Richard Wheen & Sons Ltd., in 
London suburban papers. Agents: 
Samson, Clark & Co., Ltd. 

For Lancome perfume, in 
women’s magazines and _hair- 
dressing, beauty and_ salon 
chemist trade papers. This is the 
first advertising campaign for the 


product since the war. Agents: 
Havas Ltd. 
For Comet pens, manufac- 


tured by Hamilton Trading Co.. 
in nationals. Agents: Napper, 
Stinton, Woolle¥ Ltd. 


New Agents For 
E. R. Howard 


E. R. Howard Ltd., manu- 
facturers of Three-in-One oil 
and of Autobrite car polish, 
have transferred their account 
to Sells Ltd. 

Sells are now responsible 
for launching Autobrite. This 
product has already had some 
trade Press advertisement 
backing, and an _ extensive 
consumer campaign is to be 


launched shortly. 


For French National Railways, 
in nationals, selected periodicals, 
and London evenings. Agents: 
C. Vernon & Son Ltd. 

For the Dixon industrial floor 
cleaning machine in_ selected 
trade and professional journals 
and The Times; for the Columbus 
domestic floor cleaner, in selected 
women’s journals. Agents: 
Kingscott Ltd. : 

For Goblin cleaners, spring 
campaign in nationals and 
selected magazines. Agents: Pratt 
& Co. (Advertising) Ltd. 

For Llandudno in seven national 
Sundays, six national dailies, 181 
provincial mornings, evenings, 
Sundays and weeklies, and eight 
guides 


— 


The annual dinner and dance 
of J. Walter Thompson Co. Ltd. 
and their associates, British 
Market Research Bureau Ltd.. 
was held at the May Fair Hotel 
on Friday. Mr. Douglas Saunders 
reviewed the year’s activities, and 
among other speakers were Mr. 
W. Hinks, Mr. Eric Knott and 
Mrs. Hilda Harrison 
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Wisk Contest In 
N.E. London 


A contest to discover entertain- 
ing talent opens next Monday in 
a number of cinemas in North 
and East London. Sponsored by 
the makers of Wisk detergent n 
co-operation with Associated 
British Cinemas Ltd., the contest 
consists of a series of eliminating 
contests, weekly finals, and quar- 
ter finals leading to the final at 
the State Cinema, Barkingside, 
in May Prizes total £810, and the 
winner will be given a 2-week 
engagement at British music 
halis. Agents for Wisk are J. 
Walter Thompson Co., Ltd. 


Maconochie Launch 


Concentrated Soup 


Introduction of concentrated 
tomato soup was started this 
week by Maconochie Bros. Ltd. 
Other flavours are expected to 
follow. Packed in 104 oz. tins 
(which contain enough to make 
as much soup as a normal 16 oz. 
tin) these concentrates will help 
materially to solve for 
Maconochie’s the can shortage 
problem. 

Introductory advertising § in 
nationals, selected provincials and 
grocery trade Press is scheduled 
to run to the end of March. 
Window-bills are being sent to 
stockists. Agents: W. S, Craw- 
ford Ltd. 


Hat Window Display 
Contest Again 


Another window display con- 
test for Men's Hat campaign is 
being organised by the Hatters’ 
Information Centre. 

Details of special display 
material available are announced 
in trade Press advertising placed 
by Pritchard, Wood & Partners. 


Sirdar Knitting 
Competition In 


Scotland 

Harrap Bros. (Sirdar Wools) 
Ltd. are sponsoring a knitting 
competition in Scotland, final 
judging for which by two knitting 
experts will take place at the 
Modern Homes and Health Exhi- 
bition in Edinburgh on April 17. 
Space for advertising the compe- 
tition has been booked in the 
Glasgow Daily Record, Glasgow 
Bulletin, Glasgow Evening Times, 
Glasgow Evening News and 
Glasgow Evening Citizen; The 
Scotsman, Edinburgh Evening 
News and Edinburgh Evening 
Dispatch; Dundee Evening Tele- 
graph; and Aberdeen Evening 
Express. Posters, window bills 
and counter displays have also 
been produced, 

The competition is organised 
by Wright's Publicity; advertising 
is placed by Morison’s Press 
Advertising Service, Hu!! 
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Colman Prentis and Varley 


are looking for 


ASSISTANT ACCOUNT EXECUTIVES 


with a good working knowledge of one or more of the following 


languages SPANISH, GERMAN, ITALIAN and willing to 


; work overseas. Write to the Staff Manager, Colman Prentis 
4 . — ; 
2 and Varley Limited, 34 Grosvenor Street, London, W.1 giving 
é all particulars of experience and qualifications. 


et’s 
face the awful try th 


People prefer pictures to words, That’s why they go to the Pictures twice a week— 
that’s why millions and millions buy a picture paper every day and a 

picture magazine every week--that’s why, for even the best press advertisements, the 
“ glancers”’ outnumber the readers 3 to 1, or more. It follows, therefore, 

that a pictorial poster in full colour and few words is a very effective way of 


registering an advertising message with this picture-minded mass market. 


As a first step . . . we should also like to discuss with you locations and 


allocations. In the Mills & Rockleys Region, you will find that 


a new and distinguished type of poster presentation has 


replaced the old cheek-by-jowl! jostling of “ the hoardings”. 


Moreover, you will have the choice of several compact 


BRISTOL LUTON 
° P ‘ CAMBRIDGE MANSFIELD 
areas in which you can test, for a small sum, the merits of CHELTENHAM NORTHAMPTON 
Sener NOTTINGHAM 
different designs and the truth of our assertions. DONCASTER 


° 
GLOUCESTER PETERBOROUGH 
TORQUAY 
IPSWICH TAUNTON 
LEICESTER WORCESTER 


MILLS & ROCKLEYS | > vou know: 


P You can reach nearly 2,000,000 leg 

through poster advertising in t ills 
lanned Poster Advertising & Rockleys Region, which stretches 
from Ipswich to Evesham, from 
P fi to Paignton. 


MILLS & ROCKLEYS LTD. Outdoor Advertising. 21, Queens Rd., Coventry 


The MILLS & ROCKLEYS REGION 
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AANA RATED 


ADVERTISER'S WEEKLY 


THAT R. D. Bandy, publicity 
manager of Colchester and East 
Essex Co-operative Society, has 


been appointed hon. publicity 
manager of Colchester Festival. 
+ * * 


THAT Shanklin hoteliers are 
urging their local Council to 
spend a permissive threepenny 
rate for advertising. 

* . 


THAT W. W. Charman, manag- 
ing director of Buckley Press Ltd., 
publishers of the Aquarist, has 
joined the committee of the re- 
cently formed Hospital Aquarium 
Fund. 

* * * 
THAT the Glasgow factory of 
William Collins Sons & Co., Ltd., 
is featured in the current Glasgow 
film magazine produced by John 
c. Sater Film Productions Ltd. 


THAT a special greetings tele- 

gram form for St. Valentine's day 

has oem, designed by Eric Fraser. 
* * 


THAT for the benefit of visitors 
to the Festival of Britain the 
Council of Industrial Design is 
asking manufacturers to notify 
their willingness to receive visitors 
at their factories from spring to 
early autumn. 


We Hear— 


THAT a group of British journal- 
ists left this country by air last 
Saturday on an eight-day visit to 
French Morocco organised by 
Havas Ltd., the international ad- 
vertising service for the Federa- 
tion of the Canning Industry of 
Morocco, And— 

” ~ *~ 
THAT J. F. Sova, London man- 
ager of Havas, is leading the 
party. 

* * * 
THAT David Allen & Sons Ltd., 
who recently purchased News 
Brothers Ltd. in Cork, have now 
acquired the old established bill- 
posting business of Guy & Co., 
Ltd., in that city. 

+ * * 
THAT the French Ironmongers’ 
Federation has introduced a pub- 
licity campaign to combat various 
forms of competition which are 
being felt strongly by the hard- 
ware trade. 

* * * 
THAT a party was held at the 
British Industries Fair publicity 
suite at the Fair’s headquarters, 
Lacon House, Theobalds Road, 
London, yesterday (Wednesday) 
to open the new B.LF. Press 
office. 


> 4 ADVERTISING MANAGER'S CORNER | 


Of the Ration 


If you are looking for a steady supply of non- 
utility, off-ration ideas for advertising your product, 
we can let you have as many as you want without 


queues or coupons. 


How do we manage to guarantee you immediate 
delivery of a product that is in short supply 


everywhere else ? 


Weil, the answer is easy; we've been collecting 
the raw material for almost 40 years and the 
consequence is that today our stock of bright ideas 
is bigger and better than ever. 


distinctive showcards, clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET, LONDON, W.! 
Tel : REG 3295-6 


An interlude during a fancy dress party organised by the social club 
of Glovers Advertising Ltd., of Bristol, when Mrs. F. Glover made 
presentations to A. Wring and H. Taylor, in appreciation of their 20 


THAT tickets for last Friday's 
Leeds Press Ball resembled 
British passports and were de- 


signed by “Thack” of the 
Yorkshire Evening Post. 
* - 


THAT an article on local papers 
by James Bartlett in Saturday's 
Daily Express featured the Hert- 
fordshire Advertiser, its Managing 
director, Clifford Gibbs, and 
editor, W. J. Tyson. 

* ~ + 
THAT over 500 tickets have 
already been sold for the Pub- 
licity Club of London gala at 
Grosvenor House on March 8. 

~ * * 
THAT a budgerigar at Leigh-on- 
Sea has picked up the Goodyear 
Company's slogan, “What pretty 
feet,” now appearing on the at- 
tractive sole and heel showcards. 
It adds a “wolf” whistle at the 
end! 

* * * 
THAT Macy’s, the New York 
store, is running an advertisement 
“Why are you buying so much, 
New York?” cautioning con- 
sumers not to buy foolishly. 

* ~ * 
THAT Duncan Mathieson has 
resigned his position as Scottish 
representative of The Engineer. 
And— 

* * * 
THAT his brother Robert, whom 
he succeeded in this position, has 
been confined to bed for a 
lengthy period. 

* * * 
THAT inquiries from firms in 
India, Ceylon, Italy, Holland and 
Germany have been received with 
a view to membership of the Dis- 
play Producers and _ Screen 
Printers Association. 

* * 
THAT a conference at Wells 
agreed that towns in mid- 
Somerset should assist each other 
by the mutual exchange of pub- 
licity through the medium of 
posters and other advertisements. 

* * * 
THAT Newcastle Town Planning 
Committee has decided that ad- 
vertisement hoardings will not be 
allowed on roads overlooking the 
city’s Open spaces or on certain 
main approach roads. 


years’ service with the company. 


THAT the Census Bureau in 
America has issued figures show- 
ing that in 1948 3,279 agencies in 
the States received $394,872,000, 
compared with $97,372,000 by 
1,628 organisations in 1939, 

* * * 
THAT there are now 5,000 
cinemas in the U.K. showing ad- 
vertising films—4,583 of them in 
England. 

* * * 
THAT Trade and _ Technical 
Features have started a depart- 
ment for editorial publicity on 
technical accounts and to produce 
brochures and other prints. 


ADVERTISING 
DIARY 


Friday, February 9. 

INCORPORATED ADVERTISING MAN- 
AGERS’ ASSOCIATION dinner-dance. 
Cafe Royal, Regent Street 

Press ADVERTISEMENT MANAGERS’ 
ASSOCIATION gala. Connaught 


ooms. 

Pusticiry Cius OF SHEFFIELD 
luncheon Staniey Moffett on 
“Advertising and the young idea.” 
Grand Hotel, 12 4 p.m. 

12. 


BristOoL aND WEST  PuBLIcITy 
Crus. John C. Dennett on **Sell- 
ing films—S2 weeks of the year.” 


Tuesday, F 3. 
WOMANS ADVERTISING CLUB 
dinner. Trocadero, 7.30 p.m 


Pusuicity CLus OF NOTTINGHAM. 
. H. S. Chevallier on “Vigilance 
in Advertising.”” Victoria Station 
Hotel, 7 p.m 

Pusiiciry CLus OF NEWCASTLE 
junior section. W. Hemingbrough 
on “Stereotyping.”” 7 p 
ednesda 


. Fe . 

MANCHESTER PusLiciry Assocta- 
TION lunch Maj. Gen. Richard 
Hilton on “Military Attache, Mos- 
cow.”” Engineers’ Club. 

ADVERTISING CLUB OF OXFORD. 

. J. Leaper on “Some legal pit- 
falls in advertising.” Agricola 
Restaurant, 6.30 om. 


y 15. 
Pusiiciry CLUB OF NEWCASTLE 
Speaker: Lord Eustace 
Percy. 1 p.m. 
Monday, February 19, 
Pusticiry CLusp OF 
Waidorf, 6.15 p.m. 
Pusuiciry Cius OF SHEFFIELD. 
Mock trial. Grand Hotel, 7.30 p.m. 


LONDON. 


Pusiiciry CLUB OF ABERDEEN 
luncheon. Speaker from Alex 
Pire & Sons Ltd., on “Paper- 
making.” 

Tuesday, F 
INCORPORATED ADVERTISING 


MANAGERS’ ASSOCIATION. Members 

night. Subject: “Technical Adver- 

tising.”” Waldorf 6.30 p.m. 
Wednesday, February 21. 

REGENT ADVERTISING Cus. 
Ashicy Havinden on ‘“‘Develop- 
ments in Art Technique.” Royal 
Society of Arts, John Adam Street. 
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ADVERTISER'S WEEKLY 


Brings NEWS of the shows 


FESTIVAL OF BRITAIN ISSUE — June, 1951 
BRITISH INDUSTRIES FAIR — Preview of the B.1.F. April 1951 
ISSUES Review of the B.I.F. May 195! 


) 
| 
| 


With the Festival of Britain and the largest British Industries Fair 


the attention of all buyers of British goods throughout the world 


will be focused on our industry and trade. These issues will contain Circulating to all leading wholesale and export 
buyers of men’s textiles and clothes through- 


a comprehensive survey of the men’s clothing and textile trade. An oun Grant Orie tad te. 


early application for advertisement space is strongly recommended. 
The Lytle th Wholesale and Eyport Mc 
CLOTH & CLOTHES 139/143 OXFORD STREET LONDON w.il 


TELEPHONE GERRARD 5776 (5 LINES) TELEGRAMS KAMSIN LONDON 
Manchester Office: 27 Brazennose Street, 2. Tel: Blackfriars 6297. 
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ADVERTISER'S WEEKLY - 


ARTISTS AND 


SUDO 


OF GLOUCESTER.“ __ 
LONDON TEL: TRA 4277 


Tt pays to advertise in the 


BOLTON STANDARD 


THE TOWN'S LEADING WEEKLY 
Published every Thursday 2d. 
Circulation growing weekly—brightly 
edited — well-printed illustrations — 
attractive features—ideal advertising 

medium—quick results 
1950 is the centenary year of this firm 
Circulates in Bolton, Atherton, Darcy 
Lever, Farnworth, Horwich, Little Lever, 
Turton and Westhoughton—a huge indus- 
trial area of over 250.000 people where 
wages are high. 


Proprietors: 
PENDLEBURY & SONS LTD. 
Established 1850 
VICTORIA STREET, BOLTON Phone: 4742-3 
London Office: 

W. Horace Biggs Press Organisation 
115 HIGH HOLBORN, w.c.1 
Phone: Chancery 8752-3 


POSTERS 


TICKETS SHOWCARDS & DISPLAYS 
HANDWRITTEN OR SILK SCREENED 


REGINA STUDIOS (SIGNS & SISPLAYS) LTD 


27. BOSTON ROAD ~~ 


fal 9308 


|] G. F. TOMKIN LTD 


BRIGGS: 


me A 
/\E AMIE ) 


POINT OF SALE 


advertising 


te SHOWCARDS ¥& SIGNS ¥ DISPLAY 
STANDS IN METAL, WOOD AND 

| PLASTIC ye METAL PRODUCTS 
%& ILLUMINATED SIGNS 


ACME sSHOWCARD & SIGN CO. LID. 
Paragon Works, Enfield, Middx. 
Tel : Howard 165! Est. over half a century 


FOR 


WEEKLIES 


AND 


MONTHLIES 


consult 


PRINTERS 


5015 Grove Green Road 
LONDON, E.!I! Tel. LEY 11645 


FOR LETTERPRESS \ 
CARTONS 


A 
JOHNS, SON & WATTS LTD. 
2-4 EPWORTH | 4008 wry 


mONarch 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 


T. ROBINSON 

STUDIOS, LIMITED 

72a Plough Rd., Battersea, S.W.II 
Tel. Nos. Battersea 5300 & 4886 


Est. 1908 Phone : Hol. 8641/2 


87/93 LAMBS CONDUIT ST., W.C.1 


Directors : 
George Mial!l, Arthur Lambert, Percy Millward 


House to House distribution of 
| circulars etc. by men under efficient 
| supervision. Envelope Addressing, 


| Folding, Enclosing, etc. Sandwich | 


| Seen. Street Paper selling. 


Fespruary 8, 1951 


Three Tell Why Ads. Pull 


In Provincial Press 


The special advantages of the provincial Press as an 
advertising medium are pointed out by a newspaper man, 
an! advertiser, and an agent in Advertisers’ Aid, 1951, 
published by the Newspaper Society. 


Mr. W. T._ Curtis-Willson, 
president, Newspaper Society, 
writes that advertising in a local 
newspaper is just as personal to 
the reader as are the editorial 
columns. Manufacturers are 
realising the advantage of being 
able to tell the customer specific- 
ally where their products can be 
bought. With most provincial 
papers they can also avail them- 
selves of the advertisement man- 
ager’s knowledge of local condi- 
tions to guide them in planning 
their campaigns. 


Better Electros Needed 


Mr. H.C. Longley, of Longley’s 
Advertising, Birmingham, warns 
that advertisers who believe that. 
because the rate is a tenth of 
Fleet Street prices, any old 
electro will do, are not getting 
their value for money. 

On the other hand, advertise- 
ment managers who - still 
accept without a protest a 5 in. 
single that the local under- 
taker's grandfather wrote on 
the back of a death card forty 
years ago are doing advertising 
a disservice. 

Mr. C. Leslie Smith, general 
advertising manager, Dunlop and 
associated companies, claims for 
the provincial Press that it: Has 
continuity of readership; has 
readers in every age group; is read 
by both customer and dealer; has 
a big family and “second-hand” 
readership, is sent all over the 
world; is read carefully; and that 
the county weekly has a seven- 
day life. 

Complimentary copies of Ad- 
vertisers’ Aid are being issued to 
members of the Newspaper 
Society, to all recognised adver- 
tising agents and to leading adver- 
tisers. A few additional copies 
are available at 21s. from Mr. 
R. W. Grundy, advertising infor- 
mation officer of the Newspaper 
Society. 


Legal and 
Gazette 
FREE BOOKLETS CLAIM 


General Publicity Services, of Dover 
Street, W. were awarded £170 damages 
with costs by Mr. Justice Streatfesld in 
the King’s Bench Division last Friday, 
against the Adciphi Hotel (Brighton) 
Limited of Grand Junction Road, 
Brighton, for breach of contract in con- 
rection with the free supply of tariff 
booklets to the hotel, a condition being 
that the hotel circulated them, and gave 
reasonable coO-Cperation in obtaining 
advertisers 

P aintiffs claimed that on August 30, 
1949, they entered into a contract with the 
manager of the hotel to supply 10,000 
book.ets On November 1949, the 
manager repudiated the contract 

Defendants said that the manager acted 
outside the scope of his employment in 
signing the contract; that he was under 
a mistake as to its nature, and thought 
it was merely an authority for the plain- 
tiffs to obtain advertisements 

is Lordship said the scheme which 
General Publicity put forward had been 
tried with some success all over the 
country, and was obviously a good one. 


BANKRUPTCY PROCEEDINGS 


Epwarp McVay, trading as “E. McVay 
& Son,” late of Borough Chambers, St 
Petersgate, Stockport, Cheshire, printer 
Receiving Order January 22, and Order 
of Adjudication January 24. First meet- 
ing of creditors, February 6, at the 
Official Receiver's Office. 20, Byrom 
. Manchester, and public examina- 
tion March 9, at The Court House, 
Vernon Street. Stockport. 


NEW COMPANIES 
Derek Verschoyle Lid. Publishers and 
primers of books, journals, magazines, 
newspapers Nominal capital: £30,000 
Subscribers: Wing Comdr. D. Verschoyle 
and Jacqueline Stewart 
sign Lordon Educational and Indus- 
trial Ltd., 11 Therapia Road, Forest Hill, 
S.E.22. Business of designers of exhibi- 
tions, displays. posters, industrial and 
domestic equipment Nominal capital: 
£100. Directors: D. L. Young and P. W 


Bradford 
wards Press Advertising 
Manchester, 3. 
Directors : 
and Mrs. M. Van Gelder. 
(The above-mentioned particulars of 
new companies recently registered are 
taken from the Dally Register complied 
by Jordan and Sons, Lid., Company 
Registration Agents, 116 Chancery Lane, 
ondon, W.C.?.) 


usa.. 134 
Nominal 
L. Gilder 


Scottish Home and Country is an excellent medium 
for advertising to the housewife. 
the Scottish Women's Rural Institutes, it is read in 
all parts of Scotland, 
sales having now reached 18,5 
to readers is anything 
kitchen 


As magazine of 
the steadily increasing net 

Of special interest 
connected with house’ ° 


and handicrafts. Scottish Home and 
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Fepruary 8, 1951 


ASSISTANT TO 
PRODUCTION 
MANAGER 


London Publicity Depart- 
ment of National Ad- 
vertiser requires Young 
Man (25/26) to assist Pro- 
duction Manager, and when- 
ever necessary act as his 
deputy. Competent ad- 
ministrative ability is an 
essential and applicants 
should have had experience 
in the buying of artwork, 
print sales aids and other 
sales promotion material. 
He should have a sound 
knowledge of reproduction 
processes and be capable of 
assessing the merits of 
design and checking finished 
artwork. Commencing 
salary of £500 per annum 
is offered to an energetic 
young man who has these 
attributes and wishes to use 
them in a position which 
offers excellent prospects. 
Write 


Box 956 
Advertiser's Weekly, 180 Fleet St., E.C.4 


AN OPPORTUNITY occurs for a repre- 
with a knowledge of photo- 
The 
will 
be required to call on London Adver- 
tising Agents and Fashion Houses and 
the best 
Britain. 
lease write full details in_ confidence 
Park 


sentative, 
graphy, to join Baron Studios. 
man required should be under 30, 


will receive 
photographic 


the support of 


service in Gt. 
to Baron Studios, 2 Brick Street, 
ane, W.1 


ADVERTISEMENT MANAGER 
quired for Modern Poultry Keeping, 
the well-known weekly poulwry paper 
Send full particulars, 


tors of the paper. 
of Great Britain, Wigton House, 
206/212 St. John Street, IE, E.C.1, 
marking envelopes Persc 


LETTERING ARTIST = =" London 
Work must be competent and 
Write stating age and experi- 


Agency 
neat 


ene to 
Box 917 Ad. Weekly 180 Fleet St EC4 


fre- 


Statemem of 
experience. age and approximate salary 
required to the Secretary, the Proprie- 
Poultry Association 


PUBLISHING 
HOUSE 


is seeking a first class contact 
man with proved _ selling 
ability and qualified by ex- 
perience in negotiating busi- 
ness at highest level for a 
quality (technical) publication 
dealing with the building in- 
dustry—write fully in confi- 
dence to 
Box 964 
Advertiser's Weekly, 180 Fleet St., E.C.4 


LETTERING ARTIST, 
petent, 
touching an advantage Ring GER 
9567. for appointment. 


quick, 


experienced man required. Re- 


ATTRACTIVE YOUNG LADY 
quired, 


peormemnates for Studio 


Write 
Box 959 Ad. 


re- 
with either knowledge of, or 
interest in, Commercial Art, as London 


Weekly 180 Fleet St EC4 


| ADVERTISING DEPARTMENT 


APPOINTMENTS VACANT 


TECHNICAL ILLUSTRATORS RE- EXPERIENCED PHOTOGRAPHIC 
QUIRED. With expericnce of the colourist oils and water colours re- 
making of isometric drawings and the quired by aerial photographic com- 

of for various pany, Borcham Wood, Herts. district. 


ethods of reproduction. Apply with 


Apply 
full details of experience, qualifications, Box 939 Ad. Weekly 180 Ficet St BC4 


perry Gyroscope td., 
Grent West Road, Brentford, “Middle: 


EXPERIENCED PRINTING WORKS 
Foreman required, used to periodical 
production. —_ End. Reply fully 
in confidence 
Box 9772 Ad. Weekly 180 Fleet St EC4 


FIRST CLASS CHILDREN’S 
FASHION ARTIST 
required to work in colour and 
black and white on free lance 
basis. Only fully experienced 
artists need apply. Send speci- 

mens and full particulars to: 


PRODUCTION 
EXECUTIVE 


required, able to produce 
printer’s layouts and adver- 
tisement adaptations. 
Thorough knowledge of 
typography and _ block- 
ordering needed, and agency 
experience essential. Good 
position for right man (age 
25-35). Write, giving full 
. . details and salary required, 
SPACE SALESMEN required for Town 
Maps and County Maps. Salary, com- to 
GILBERT ADVERTISING LTD. 
10 Norfolk St., London, W.C.2 


Box 975! 
Advertiser's Weekly, 180 Fleet St., E.C.4 


quire man with knowledge 
advertising, bulletin layouts, 
work in Motor, Cycle, Wireless, 


trical and Machine Tool trades 
mencing salary £500 p.a. State age 
and full details of past experience to 
Advectising Department, Kerry's 
(G.B.) Ltd., Warton Road, Stratford, 
London, E.iS 


ASSISTANT ADVERTISEMENT 


MAN- 
AGER required by well-known Ficet 
Strect group of publishing companies. 
Exceptional opening for keen man with 
200d space-selling record. Particulars 
of age and experience, in strict confi- 


dence. to 
Box 9737 Ad Weekly 180 Fleet St EC4 


SMEE’S 
have vacancies for 


FIRST CLASS ' 
CREATIVE ARTIST 


to work as senior artist of 
a creative team with ability to 
initiate and execute complete 
schemes to presentation stan- 
dards. Previous agency experi- 
ence essential. 


JUNIOR LAYOUT MAN 
Able to prepare finished roughs 
and with good knowledge of 
typography. 

Write or phone 


SMEE’S ADVERTISING LTD. 
3/5 DUKE ST., MANCHESTER SQ., W.1 
WELbeck 0774 


A seceneres, WRITER required by 


firm in N London area manufactur- 
ing aircraft electrical equipment. 
Applicants must have concise style and 
be capable of compiling technical 
specifications from data or drawings. 
Electrical knowledge essential. 

Position is superannuated and gives 
considerable scope to an ambitious man 
with adequate experience. Write, stat- 
ing experience, age and salary required 


Box 938 Ad. Weekly 180 Fleet St EC4 


| 


FIRST CLASS LETTERING ARTIST 
wanted. Permanent position, Pension 
scheme. Salary according 10 ability 
Write stating age and experience 
to Advertising Manager, Caribonum 
Limited, Leyton, London, E.10 


ADVERTISER'S WEEKLY 


Important Vacancy 
on Staff of Leading 
Publishing House 


Wanted 
Immediately 


LAYOUT- 
VISUALISER 
EXECUTIVE 


for Publicity Studio of 
Leading London Publishing 
House. This is an oppor- 
tunity for a really first class 
man of bright ideas, able to 
produce “* roughs "’ quickly 
and subsequently the more 
finished visualised job. Ex- 
cellent prospects and very 
good salary for an educated 
young man with the right 
experience. Write giving 
details of experience, age, 
qualifications and salary 
required to 


Box J.458 c/o STREETS 
110 Old Broad Street, E.C.2 


REPRESENTATIVES (0 obtain subscrip- 
tions for fast-selling Technical Trade 
Magazine Goc commission All 
parts British Isles. Write only Box 
TR -F_ Press, 92 Fleet Street, 

COPY DETAIL CLERK. 
3 r Five-day week 
hapdwriting stating 

experience—Scares & Naison Ltd, 2 

Broad Street Buildings, Liverpool 

Street, London, E.C.2 


PROCESS ENGRAVING 
COSTING CLERK 
A Midlands Engraving House require a 
skilled male block Costing Clerk, with 
knowledge of line, tone and colour 
charging. Applicants please stage age, 
previous experience and salary required. 
Reply to Managing Director, 


Box 9773 
Advertiser's Weekly, 180 Fleet St., E.C.4 


LARGE NATIONAL TRADE Associa- 
ion (headquarters London), require 
Public Relations Officer Applicants 
should have proved record in similar 

Particulars, salary required to 
. ort Queen Victoria Sirect, 
"ha 

JUNIOR R ASSISTANT with general 
Agency experience for small Agency. 
Able to prepare layouts. Age, details, 
salary 
Box $ 906 Ad. Weekly 180 Fleet St EC4 

SHORTHAND.TYPIST required by Man- 
ager, Classified Advertisement Depart- 
ment in busy City Agency nr. Bank 
Station, for interesting work in happy 
surroundings. Applicant, preferably 
with previous experience, must be keen 
and willing to heip out with copy typ- 
ing and general routine of department 
Write ae age, experience and saiary 


requi 
Box cA w. ° 574, at 191 Gresham House 


FIRST “CLASS General Artist for London 
Agency Fully expcrienced Write 
Stating age. and experience to 
Box 918% Ad. Weekly 180 Fleet St BC4 

ARTIST Commercial Studio (London), re- 
quires a further all round general artist, 
commencing salary £800 per annum. 
No Saturdays. Write Ki. S  caaraey 

stating age and experic 
Box 9766 Ad. Weekly 180 Fleet St EC4 


| 


PRODUCTION. 


YOUNG MAN, National 


YOUNG LADY. 


Medium size London 
Agency has a vacancy for a Production 
an Must have previous agency e¢x- 
perience and be capable of handling 
high class sales literature and have a 
first class knowledge of Type and 
Blocks Position carries good salary 
and is a five day week. Write in con- 
fidence, giving age, experience a 
salary required to 
Box 9767 Ad. Weekly 180 Fleet St BC4 
‘Servie com- 
pleted, required by progressive service 
agency, for production work and opera- 
tion of schedules. Good prospects for 
right man. Write, stating age, ¢xperi- 
ence and salary required, tc 
Box 960 Ad Weekly 180 Fleet St BC4 
required for copy des- 
patch department of West End 
Advertising Agency Five-day week. 
Good sa'ary and excellent prospects. 
Write fully, stating age, experience and 
salary required, to 
Box 965 Ad. Weckly 180 Fleet St EC4 


VISUALISER 
WANTED 


by leading London Agency for 
large Mail Order Account. 
Applicant must have original 
ideas, and the ability to produce 
quick, slick layouts, and be able 
to do a small amount of finished 
work if required. Ideal working 
conditions, 5 day week, hours 
9.15 to 5.15, superannuation 
scheme. Write stating age, 
experience and salary required to 


Box 935 
Advertiser’s Weekly, 180 Fleet St., E.C4 


ESTABLISHED, 


PROFIT - MAKING 
Lancashire weekly, general printing and 
Stationers want advertisement director 
£1,000 shares available. No salesman- 
ship exercised now: ‘everything comes 
in ive figure turnover Grand 
opening for keen man — real know- 
ledge of the wade. Wri 

Box 963 Ad. Weekly 180. ‘Fleet St BC4 


*Phone your Classifieds to CHA 8844 (Ex 23) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


GEE ADVERTISING 
LTD. are establishing an 
additional Studio and in- 
vite applications, for the 
following appointments: 


STUDIO MANAGER— 


a competent all - round 
man with outstanding 
ability in all forms of 
FINISHED artwork 
coupled with executive 
ability to organise and 
control his own Depart- 
ment. 


LETTERING ARTIST— 


a man with a pronounced 
flair for finished lettering 
and who desires to 
— in and develop 

is particular art. Other 
accomplishments, in addi- 
tion to lettering, would 
be an advantage. 


COMMERCIAL ARTIST— 


one with experience in 
the preparation of 
FINISHED artwork for 
all printing processes in 
monochrome and colour. 


RETOUCHER— 


a first class Retouching 
Artist primarily for tech- 
nical work—but required 
to apply himself to other 


interesting retouching 
work also. 

JUNIOR— 
a young male or female 
commercial artist, with 


some experience, to learn 
with the above team. 


The above are unique oppor- 
tunities for the right types of 
young men to establish them- 
selves in permanent progres- 
sive positions in a world-wide 
Organisation. Salaries to be 
arranged on levels commen- 
surate with successful applic- 
ants’ abilities. 


IN CERTAIN CIRCUM- 
STANCES ASSISTANCE CAN 
BE GIVEN IN HOUSING 
ACCOMMODATION. Appli- 
cations in full detail together 
with a complete range of 
current specimens to 


ART DIRECTOR 

Gee Advertising Limited 
Welford Road and 
Carlton Street 
LEICESTER 


“THE ENGINEER” 
adv 


COMMERCIAL 


’Phone your Classifieds 


requires a full time 

mt representative for Scot- 
land and the N.E. Coast. Engineering 
background or space selling experience 


essential. — is t and 
bi b 1 remunera- 
tion by salary and commission. Appli- 


cants should be between 25 and 45, 
preferably owning a car and must be 


ARTIST required, cx- 
Perience in leticring a decided advan- 
tage with 


Arkley Road (Nr. James 
Station), W . 7. 
LETTERING ARTIST. Young, quick 
worker interested in producing Film 
trade advertisements in Lon- 
= Be opportunity et right 


Details and salary 
Bex Cuil Ad. Weekly 180 Ficet “st EC4 


ASSISTANT EDITOR wanted for well 


established monthly tade magazine 
Progressive jo for an experienced 
trade journalist over 35, preferably 
with some knowledge of 
chemistry and engineering. Details in 
ay ae age, experience and 


Box 622 Ad Weekly 180 Fleet St EC4 
EXPERIENCED GENERAL ARTIST 
with creative layout ability, required by 
West End Aaveriaing Agency. Write 
experience and salary required 
Box 952 Ad. Weekly 180 Fleet St_EC4 
ADVERTISING WOMAN, about 35. 
with knowledge of letterpress print 
buying, as assistant in advertising 
department. Shorthand typing West 
End Alternate Saturdays. Pension 
scheme. Wrritc, stating experience and 


salary, to 
Box 954 Ad. Weekly 180 Fleet St EC4 


CAREER FOR A MAN 


If you wish to be a success- 
ful salesman and not merely 
an order-taker, to be your 
own master in considerable 
degree, to work among the 
type of people with whom 
you afe happiest and most 
competent, to know that 
your earnings will be limited 
only by your own effort and 
capabilities :-— 

A Canadian Life Insurance 
company, established many 
years in the U.K. and still 
growing rapidly, offers this 
Opportunity to an am- 
bitious man between 25 and 
35. Our men who have 
qualified for our educational 
and training diploma had an 
— income last year of 
£1,307. We guarantee to a 
suitable man an initial in- 
come of £400-£500 for a 

reliminary period until he 

comes established. There 
are opportunities for pro- 
motion and a pension at age 
60. 


Previous selling experi- 
ence may be valuable, but 
is not essential. 

Write (in confidence) 
giving details of age, edu- 
cation and positions held to 


Box 93! 
Advertiser's Weekly, 180 Fleet St., E.C.4 


RETOUCHER. London Studio requires 
an additional retouching artist with 
good knowledge of Technical subjects. 
Good salary and prospects. Five day 
week Write fully age, experience 
and salary required to 
Box 9768 Ad. Weekly 180 Fleet St EC4 


CLASSIFIED ADVERTISEMENTS 


PUBLICITY 
ASSISTANT 


for small Publicity Office of 
avery well-known Company. 
Layout - visualiser - typo- 
grapher, able to produce 
effective ‘‘roughs’’ quickly, 
subsequently the more 
finished visualised job in- 
cluding some typography. 
Work handled is mainly of 
a “‘prestige’’ mature, the 
standard, therefore, being 
high. Superannuation 
scheme, staff canteen, etc. 
Write, giving very brief 
details in first instance, of 
experience, age, qualifi- 
cations and salary required, 
to 


P Box 957 
Advertiser’s Weekly, 180 Fleet St., E.C.4 


PRINTERS LAYOUTS. 
quired in Studio for mark-ups, 
adaptations, ctc Asenc experience 
preterred. Crane Publicity, Lid., 5/9 
Quality Court, Cc 2. 

ASSISTANT required for advertising de- 
partment of engincering company of 
North West London area for general 
departmental duties, layout and pro- 
duction of sales literature, etc. Age 
20-24. Write full particulars, experi- 
ence and salary required to 
_ Box 930 Ad. Weekly 180. Fleet St EC4 

LONDON PUBLISHERS require man to 
place orders for process engraving and 
electro typing. Must be fully conver- 
samt with processing methods and 
possess technical knowledge to advise 
preparation of Arm ork for Process 
Engraving. Salary about £500 p.a. 
Write ins full details, age, experi- 
ence, etc 
Box 916 ‘Aad Weekly 180 Fleet St EC4 


Bn - re- 


AN ESTABLISHED, 
monthly magazine in ¢ 
industrial field seeks a live une 
Advertising Representative capable 
really hard work. For the right man 
this is an opportunity to become the 
journal's Advertising Manager. Full 
details, please, including experience, 
remuneration, etc., to: 

Advertiser's Weekly, 180 Fleet St., E.C.4 


high-class 
he top-class 


TECHNICAL COPYWRITER. Lead- 
ing London Advertising Agency re- 
quires assistant technical copywriter 
with advertising experience a some 
knowledge of electric power plant. 
Specimens of work will Ly asked for 
later if bag Write 
Box 925 Ad. Weekly 180. Fleet St BC4 

MALE Cae CLERK for busy City 
manufacturing stationers and printers 
Experienced man preferred, but would 
consider young ex-service man for train- 
ing .* yt Apply in own handwriting. 

_ Box 949 Ad. Weekly 180 Fleet St EC4 

London Agency has a 

vacarcy for a Fiest Class Layout Man. 

Position will carry a commencing salary 

of approximately £800 a year, is a five 

day week and has excellent prospects. 

Write to us in confidence, giving age 
and experience to 

Box 9765 Ad. Weekly 180 Fleet St EC4 

REQUIRED RETOUCHING ARTIST. 
lettering and layout artist. ly first 
class men need apply. Creative Adver- 
tising Artists Ltd., 8/9, East Harding 
Street, E.C.4 


~~ =f 


Fesruary 8, 1951 


APPOINTMENTS VACANT 


PUBLIC 
RELATIONS 
(OFFICER 


with literary ability and a good 
“hews” sense, preferably with 
journalistic experience, re- 
quired by large organisation 
in Nottingham manufacturing 
a range of printed garment 
labels, packaging tapes, decor- 
ative and fancy ribbons, 
wrapping papers and associ- 
ated products. 

The selected applicant will 
be expected to work on own 
initiative and will be directly 
responsible to the Managing 
Director. 

Duties will include the pro- 
duction of a house organ and 
the preparation of Press re- 
leases regarding the company’s 
present and future activities, 
addressed to the readers of a 
wide variety of trade publica- 
tions as well as national news- 
papers and magazines. 

Apply in writing, giving full 
particulars of education, quali- 
fications and experience, and 
salary required to 


Box 967 
Advertiser's Weekly, 180 Fleet St., E.C4 


ES EXHIBITION for 
demonstrators and sales staff, Pageantry 
Ltd.. 8 Charing Cross Rd., London, 
TEM/BAR 5269 or 2217. 


W.C.2. 
APPOINTMENTS WANTED 


LAYOUT MAN with two years’ experi- 
ence editing house journals with big 
concern seeks similar work. Ex 
ence as copywriter, free lance journalist 
and talent for sketching. Organising 
ability Write, O. Caldecon, 56 
Albany Mansions, Albert Bridge Road, 

ttersea. 

FASHION ARTIST 
change studio/or 
experienced 
Box 940 Ad. Weekly 180 Fleet St EC4 


( — ye desires 


HIGHLY QUALIFIED 


IDEAS MAN 

with British and Continental Experience 
seeks position which will give 
full scope for designing press 
advertisements, folders, posters, 
counter — and 77 
stands. urther, is an 
imaginative artist, B. BA in 
figure work expressing action, 
also expert photographer. First- 
class appointment sought—first- 
class services offered. 


Box 946 
Advertiser's Weekly, 180 Fleet S¢., E.C.4 


VINCING FIGURE man 


nside. 
Box 944 Ad. Weekly 180 Fleet St EC4 
ee MAN (27). Public School, ex 
years’ experience as Produc- 
tion 0 Man leading trade journal. 
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Fepruary 8, 1951 


APPOINTMENTS WANTED 


FREE LANCE COPY 
YOU NEED 


Versatile copy with an IDEA 
behind it, plus the soundness 
which only comes through many 
years experience in writing for 
advertising and press relations. 
Let me show you specimens. 
Also layout and modern, humor- 
ous artwork if desired. 
Box 936 
Advertiser's Weekly, 180 Fleet St., E.C.4 


INTERESTED: Young lady (20), 
intelligent, enthusiastic, secks junior 
Secretarial post in ficld of advertising 
that is interesting _ progressive 
Efficient shorthand-typ 
Box 926 Weekly 180 Fleet St EC4 

ARTIST, woman, ex advertising, secks 

Line H/T illustration. Still 

3 Disabied. Please 
give * of 


post 
Box 9794 Ad. Weckly 180 Fleet St BC4 


ART DIRECTOR 
or Group Art Director, etc.) 
Giumies top line creative designer 
Experienced, enthusiastic executive 
Essentially an advertising man. He 
would like to join a growing agency 
and be a facior in its future success. 
ecasonable salary. 


Box 902 
Advertiser's Weekly, 180 Fleet St., E.C.4 


COPY production, A/C. comrol. 30 
years’ agency experience Phone: 
Hubbard, AR Noid 2498. 

OPPORTUNITY POR EMPLOYER to 
obtain the services of man aged 30, 


Agency work covering Contact, Pro- 
uction, Media, Adaptations, Print 
Buying, and a little Copy, combined 


with a wide knowledge of Agriculture 
Alt present ll responsible post, but 
wants to chang 

Box 953 Ad Weekly 180 Fleet St BC4 


DESIGNER—39, Creative, keen ad- 
vertising flair, good layout, typography, 
colour sense, 20 years National sca! 
experience. Thorough knowledge of 
business, able to brief, organise and 
control. Reliable and industrious— 
seeks opportunity offering exceptional 
scope. Present with tip-top London 


Agency. Box 
Advertiser's Weekly, 180 Fleet St., E.C.4 


SENIOR AGENCY MAN seeks change 
Fully experienced, press and outdoor 


Client contact, production control, 
managerial space selling. Smaller 
agency preferred Accept “Living 
Wage’ on irial, Some small accounts 
possible, 


__Box 948 Ad. Weekly 180 Fleet St BC4 
ASSISTANT TO Exhibitions Executive 

(28), secks progressive post. Organis- 

ing. negotiating sales and production 

experience Capable and energetic 

London area 

Box 955 Ad. Weekly 180 Flect St BC4 


OPPORTUNITY 
WANTED 


| work alone as an Agent and 
Consultant, but lack of capital 
prevents me from developing my 
business on agency lines. 

Is there a recognised agent seeking 
a Partner who is not afraid of hard 
work and eager to develop and 
expand the business, with an eye 
on the future rather than the 
weekly pay packet? 

1 am fully conversant with all 
branches of agency routine, par- 
ticularly keen on the studio and 
production side, and would bring 
a small ~~ ae accounts. 


Advertiser's Weeki. ie Fleet St., E.C.4 


EXPERIENC educated man (27), 
thorough tele ‘publishing print- 
ing, blockmaking from advertising 
point of view, secks working partner- 
ship or directorship in established firm 
of repute crate financial interest. 
Box 934 Ad. Weekly 180 Fleet St EC4 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS WANTED 


LE TERING AND GENERAL ARIISI 
part-umec 
Box 10,000 Ad. Weekly 180 Fiect St BC4 
iS THIS YOUR MAN? i2 montis 
capericnce a5 4 jumor, copywriting 
nauional products; 
commer, ia) radio 
and advertsing verse. 
7 Ad. Weekly 180 Fieet St BC4 
AMBITIOUS SHORIHAND - TYPISi 
SCCKS position m Manchester agency, 


where imagination and initiative 
apprecia Exceiicmt English and 
good | qualinmcauons. 


ne 
Box 9.0 Ad. weekiy 150 Fleet Si bC4 


TECHNICAL LAYOUT MAN  secks 


appointment, salary £400. 
Box 941 Ad. Weekly 180 Fleet St BC4 
PENCIL ROUGHS and ideas. Exper- 
Saary 


enced man secks appointment. 


2 Ad. Weekly i150 Fleet St BC4 
APERIENCED YOUNG MAN  scexs 
job. Roughs, some finished lettering. 
__Box 943 Ad. Weekly 180 Fleet Si EC4 
ALL ROUND ARIIsT. Black and 
white, colour, airbrush, secks change, 
agency or studio. 20 years’ experience. 
_ Box 945 Ad. Weekly 180 Fleet St BC4 


EXECUTIVE (45), secks post Teaific 
Manager, used to 1,000 tons periodi- 
cais by all transit services weekly 
_ Box 921 Ad. weekly 180 Ficet St ere 

ADVERTISING AND PUBLICITY 
MANAGER, M.1.A.M.A., seeks post. 


REE LANCE SER 


Zz GROUP IS ONE WORRY 
GETTING FIRST CLASS SCENIC AND DIS- 
PLAY WORK CARRIED OUT EFFICIENTLY 
1S ANOTHER 


SCENIC & DISPLAY 
ARTIST 


Original designer and competent 
FREE LANCE 


offers his services for few months 
FESTIVAL OF BRITAIN 
OR THAT NEW SHOW |! 

DISTANCE NO OBJECT though have studio 

space for 30° x 40’ canvas or on the spot 
BUZZ ACCRINGTON 4502 


Enquiries : 
2 CHAPEL ST. ACCRINGTON, LANCS 


Experience: advertising, brochures, 
editorial. public reiauons, 
commercial back- 


Engineering and 
ground. 
Box 9727 Ad. Weekly 180 Fleet St BC4 


POSTER INSPECTIONS. London and 
the South Inspections carried out under 
coniract = would consider part-time 
empioymcn 
Box 9757 Ad. Weekly 180 Fleet St BC4 


To Manufacturers and 
Advertising Agents of 
Proprietary Medicines 
and Toilet Preparations 


Well known Sales Advertising 
Export Executive now free to 
accept position where his ex- 
perience and contacts would be 
of value. Small salary, expenses 
and remuneration by results. 
Box 947 
Advertiser's Weekly, 180 Fleet St., E.C.4 


4.4 -TYPISTS. Private Secre- 


taries, Clerk 


cel House, h 
(WHlteball 5924). We specialise in 
jem personnel. 
A NEWSPAPER REPRESENTATIVE 
. Offering 
. 
cliemele in London Prov 
Would like TOUGH PROPOSITION 
TO WORK Ex, ~ 
Agency, National “and 
Free in " 
_Box MM cats 100 Fleet St BC4 
Caricaturist and = [ilus- 
very ‘keen-—seeks employment 


trator, 
Write 
Box 919 Ad. Weekly 180 Fleet St BC4 


SPACE SALESMAN. Young, 9 years 
newspaper experience one fiem. 4 
years space selling, seeks grams, 


on good paper, periodical. W. 
Box 961 Ad. Weekly 180 Flect st BC4 


FREE LANCE SERVICES 


PACKAGING, DISPLAY, EXHIBITION 
STA from design to completion 
Individual attention. 


mt service 
at reasonable 


charges. J. Edward 


Farder, 22 Dulwich Wood Avenue, 
S.E.19. Gipsy Hill 3668. 
TECHNICAL —_ _ 
exploded. sectioned views, 
accurately =. Som blue ines ‘by 
specialists. service. Bu 

& a, . 4 * Cedarhurst Drive, 
WRITER OF PLAIN but picasant 
English, undertakes copy for ads., 
folders, ctc ad years’ agency 


experience, Apply 
Box 923 Ad. Weekly 180 Fleet St BC4 


your Classifieds 


SPACE FOR FREE eS i Cc. 
Flow of work for good general man 
Box 932 Ad. Weekly 180 Fleet ‘St Ec4 

BILLPOSTING. Your sites and cinemas 
osted under contract or singly. 

ox 9756 Ad. Weekly 180 Fleet St BC4 

VISUALISER'’S services required On free- 
lance basis by busy Advertising Agency 
Must be top rank, able to produce 
roughs for presentation to client. —— 
mens (which wil! be returned) to 
rose Publicity Company Limited, 
_ Wellington Sweet, Derby. Tel.: 45471. 

COMMERCIAL ‘ARTIST, experienced in 

shoe drawing, mechanical 
iinestration and lettering, secks 
connections. Prompt service guaranteed. 
Box 909 Ad.-Weekly 180 Fleet St EC4 


THE IDEA OF IT! 
That's what counts. Even the most 
fertile creative brains have their 
barren moments. If you need new 
selling ideas, our creative team of 
copywriters, visualisers and artists can 
help you--as ably as they have 
helped many other national and 

technical advertisers. 


Advertiser's Weekly, 180 Fleet St., E.C.4 


COMMERCIAL ARTIST requires process 
work (line. tone and colour), lettering 
specialist. Finished work from your 
colour roughs. 

Box 233 Ad. Weekly 180 F Fleet St BC4 

ARTISTS capable of high class still life, 
mechanical illustration and footwear 
drawings for Litho of Letterpress, 

seck new contacts. Prompt service. 
Box 9754 Ad Weekly 180 Fleet St BC4 

WEST END TYPIST would like to con- 
tact short story writers, etc. Accurate 
work, Is. 6d. per thousand words 
Own typewriter 
Box 988 Ad Weekly 180 Fleet St BC4 


BUSINESS OPPORTUNITIES 


“Sample of on _ a 
letterheadings a 
Point of sale displays, choweneds and 
window mecha' 


bills pea nised 
Silk . Rich 
wei, of colours. Decor Advertising 
46 Broadmead, Bristol, 1. Tel.: 26817 
and 20460. 


COMMERCIAL ARTIST, cartoonists 
Ideas for hundreds i Cs Par 
ticulars, examp‘es, F.. os ah s 
Publicity ri Mire End. Road, E.1. 


ACCOMMODATION 


MALL OFFICE to ict. West 

“Taehens Suit Artist or Provincial 
Agent. £3 p.w. REG 1739. 

FLEET STREET. Suite of two rooms 
available _— £350 including lighting 
and cleanin 


Box 928 Ad. Weekly 180 Ficet St_BC4 
FLEET STREET _ weclows studio 
and office space 
Box 966 Ad. PNeckiy ‘te0 Fieet St BC4. 


ADVERTISER'S WEEKLY 


MISCELLANEOUS 


Agents of 


Advertising 


judge. Sound business proposition. 
details from 
Box 9769 Ad. Weekly 180 Fleet St BC4 


Our Aircraft 
Will Tow 
BANNERS OR POSTERS 


OF STANDARD 
OR SPECIAL DESIGN 


We specialise in meeting 
difficult requirements 


DENHAM AIR ADVERTISING 
Denham Aerodrome, Middlesex 


»™ 
Telephone : Denham 216! 


SALES AND WANTS 
“MASSEELEY” No. 9, showcard outfit 
with 10 in. x 5} in. Platen Press Model 
2. Finishing Press, oak type cabinet 
, Edwards Lid., 359 Euston Road, 
London, N.W.1. EUSton 468 


all types of scrap printers 
metal — linotype, brass 
and zinc. Top prices— 
Spot Cash — We collect. 
Call, "phone or write 


J. LUCK 

14 Theberton Street 
London, N.! 
CANonbury 1683 


WHITE AND COLOUR bank paper 
available now Phone Brixton 4486 


or _ write Radclyffe, 32 Sun Strect, 
E.C.2 
FOR SALE. ates type metallised 


Selectasine silk-screen equipment, mi- 
crometer fittings, almost unused. Com- 
plete with seven stretchers, 15 in. x 
20 in stacking separators and aii 
mecessary cxtras. Ideal for Agency or 
Printer starting  silk-screen printing 
department Offers to 5 
Allan-Cooper & Co., Ltd., 
gate Strect. E.C.4 Ses 

FOR SALE. SOFIL Automatic 
Film Exhibitor, Used fc 
tion only—just run in. Will run 45 
minute prograrame continuously with- 
Out attention. Can Ras ~- in Man- 


184 Alders- 


¢ by arrangemen: Price £260 
Box 9752 Ad. Weekly ‘180 Fleet St BC4 
COMPLETE WEEKLY NEWSPAPER 
Office Plant (Rotary), open for 
engagements 2 days per Mid- 
land town Full dispatch facilities 
Rotary and Stereo work only also 
undertaken. Quick delivery. Customers 


own Paper Allocation General print- 
ing and trade setting also welcomed 
Box 950 Ad. Weekly 180 Pieet St BC4 


PERSONAL 


EKTACHROMES of al! subjects re- 


quired for publicity purposes, port 
and ome Specimens to General 
Manager, Balding & Mansell, Park 
orks, isbech 


See January 25 issue of Adver- 
tiser’s Weekly, pages 162 and 163 
for the Advertising Services 
& Supplies Section. February 
22 will be the next issue con- 
taining these services. 
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ADVERTISER'S WEEKLY 


(PHURSDAY, FEBRUARY 8, 1951 


45/- (overseas) 


Film lets are 18—20 ft. long, and run for 12—13 


seconds. 


They are inexpensive to make whether in colour or 
monochrome and exhibition costs only 10/- per cinema per week for 
National Advertisers on the Younger circuit. Colour production costs 
approximately £100 and cost per print 10/-. But that is not all. 
Youngers will supply or accept all the copies required to enable you 
to plan blanket coverage of the country or selected distribution 

as required. 


This means one production cost for any schedule, however comprehensive. 


THE YOUNGER NETWORK COVERS MORE THAN 


Bud qed Falims xo. selling stories 


can be adequately told in 13 seconds. Younger Budget Films are 
made in lengths of 30 ft. (20 secs.) 40 ft. (27 secs.) and 50 ft. (33 sees.). 
Full colour production need cost no more than £5 a foot. 
Exhibition costs are 15 - per cinema per week for a 30 ft. film and 
pro rata up to 50 ft. You have the choice of more than 1,100 
cinemas in a network that covers the country. 

YOU OWE IT TO YOUR PRODUCTS TO GET ALL THE FACTS FROM: 
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Daniel F. Warnock — Director of Nationa! Sales 


YOUNGER PUBLICITY SERVICE LIMITED | 


28 ALBEMARLE STREET - LONDON W1 - 


REGent 6593 


STOP PRESS 


TRIBUNAL WILL 
GIVE RULING 
ON GRADING 


National Arbitration Tribunal 
will consider on February 19 
differences of opinion on letter- 
press gradings for provincial 
towns between employees 
Unions, and Federation of 
Master Printers and Newspaper 
Society. Both sides agreed to 
refer this problem to Ministry 
of Labour for ruling. Grading 
plan is part of proposed wages 
etc. agreements. 


STOP EXPORT OF 
NEWSPRINT 


John Rodgers, M.P., will ask 
President, Board of Trade, to- 
day, if he will reduce newsprint 
exports in view of recent cuts? 
Rodgers will suggest Govern- 
ment should support French re- 
quest to U.S.A. to establish in- 
ternational authority for equit- 
able distribution of newsprint. 


AD. CONTROL IN 
WESTMORLAND 


Order for special control of 
advertisements in Westmorland 
will be confirmed by Planning 
Ministry. Whole County is 
covered except part of Kendal 

shopping centres of certain 
small towns. istry consent 
is approval of comp pro- 
posals. 


Charles Birtles 
director of Emmott a Cea 
Manchester. 


E. Bower will succeed R. E. J. 
Moore as director 
Industries Fair in April. 


Published by the 
february 1951. 


BUSINESS PUBLICATIONS, Led., at their office at 180 Fleet Street, London, E.C.4. (Phone: Chancery 8844.) 
Printed in England by Staples Printers Limited at their Great Titchfield Street, London, establishment. 
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